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WILLI4M PIDGEON of Pid- 
geon’s, Rochester, N. Y., says: 
“Too much money and business 
lags. Tog much food and people 
starve. So much to do and yet un- 
employment continues. So much 
clothing and shoes and people can- 
not get them. So much willingness 


to work and people stand idle and 
so forth and so forth. These are 
problems of our economic world. 
When business and labor and capi- 
tal will say among themselves, 
let us quit kidding each other and 
come together and resolve to find 
the answer, they can do it. I live 
in the hope that the American busi- 
ness man will soon come to see it 
and act upon it.” 


S. L. SLOSBERG, of The Green 
Shoe Mfg. Co., Boston, Mass., says: 

“First, may we say that funda- 
mentally we do not believe politics 


have fundamental effect on busi- 
ness progress. The chances are very 
greatly in favor of a more con- 
servative handling of the methods, 
but the objectives of social legis- 
lation and betterment are a trend 
which cannot be avoided. They 
are worth-while objectives and we 
who do business ethically should 
have no complaint to make. Our 
business will not suffer by any at- 
tempt to legislate socially against 
those few competitors who are al- 
ways present in every industry, and 
who drag down the level of those 
who try to do business correctly. 
“Hasty measures and quick ways 
don’t work out, as we have found. 
Therefore, the conclusion is that the 
trend toward a more conservative 





attitude in politics will mean a more 
conservative method, but not a 
backing up in objectives. 
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“Our business, we anticipate, .will 
be steady for 1939, with chances of 
slight improvement. We see no 
boom aor easy way to greater prof- 
its. We still feel that it takes in- 
telligent work and ordinary hard 
labor to step up in the race.” 


MIAXEY JARMAN, president of 
the General Shoe Corporation, 
Nashville, Tenn., says: 

“Up until now, a large number - 
of people apparently have believed 
the obvious fallacy that less work 
can create more wealth. If the ma- 
jority of our people believe that, 
or believe the same idea in any of 
the other forms that might be pre- 
sented to them, then our country is 
entering into a period of decadence. 

“But, if we are willing to face 
the real problems that we have, and 
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to get down to real work and hard 
work and more of it, to try to pro- 
duce more goods to raise our stand- 
ard of living, rather than to pro- 
duce fewer goods, then there are 
unlimited opportunities ahead of 
us. We can solve our problems if 
we will realize that there is no sub- 
stitution for work in the production 
of wealth. 

“If, however, the majority of our 
people feel that this country should 
take on the problems of the rest of 
the world, then we are also headed 
for trouble. We can’t maintain a 
consideraably higher standard of 
living in this country, which we 
would all like to do, than is prev- 
alent in the rest of the world, un- 
less we are also willing to maintain 
as nearly as possible an isolated 
position from the rest of the world.” 


aa * * 


ALICE DOWD as commentator of 
the Shoe Fashion Promenade of 
the Guild Show, rates orchids for 
her work behind the scenes as well 
as at the “mike.” She certainly 
has a flair for the dramatic and a 
new piece of showmanship was done 
when she gave names to the shoes 
on the Easter Parade as follows: 
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“Fifth Avenue, Madison Avenue, 
Park Avenue, St. Bartholomew’s St. 
Thomas, St. John, Brick Presby- 
terian, Riverside and 57th Street.” 
This is the first time we have 
ever seen churches as promotional 
themes on a runway. Also, she 
gave us a new pronunciation for 
the word suede—with a southern 
lift that we can best interpret as 
“swerd” and by the same token that 
little verbal twist will be long re- 
membered and associated with her 
and her act. 





+ * 


@TTO H. HASSEL, of Hassel’s 
Shoes, Inc., Chicago, IIl., says: 
“It would seem that business in 
general, both production and dis- 
tribution, should move forward next 
year. 


What is most needed in the 























— "Stores are to close at dusk dur- 
ing the Winter, to save wood, 
coal and candles." 

—The above ation is from the 
Lynn, (Mass.) ITEM of a century 


ago. 

—Just imagine the average Main 
Street, U.S. A., of 1838... 

—No lights in the shop windows, no 
heat in stores or offices, no busi- 
ness after six o'clock, no comfort- 
able evening shopping in those 
days. 

—But now, a thousand Great White 
Ways are aewey illuminated 
practically all night long and dur- 
ng the we al Brag oe of 

ppers will s ir Christ- 
mas —_ — that 
were undrea a century ago. 

—Flying at night across the conti- 
nent as | have, gives one an idea 
of the enormous amount of "juice" 
that is required to enable Amer- 
ica to “burn the midnight oil." 





United States today is leadership 
in business and a fair and harmo- 
nious adjustment with the leaders 
of organized labor. 

“Politics has ruled the world 
since time began and what a chaotic 





world it is today. There never will 
be a century of uninterrupted good 
times because the universe is not 
arranged on that basis. What is 
taking place on this earth today is 
a great experiment in the develop- 
ment of human character, in times 
of strife and distress, civilization 
looks the least promising, but we, 
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in the United States, must believe 
in the ultimate destiny in the good 
Americans in our own United 
States.” 


WILLIAM HATTON, of the 
Eagle-Ottawa Leather Company, 
Grand Haven, Mich., says: 

“Thank you for the kind refer- 
ence about my fifty years in the 
leather business and my seventy- 
fourth birthday. 

“After all, when you pass three 
score and ten and have taken an 
inventory of your life, all the satis- 
faction which you get is what you 
have done for your community, 
your family and the other fellow. 
*You can’t take it with you.’” 


JOHN A. FAULKNER, president 
of Craddock-Terry Company, 
Lynchburg, Virginia, says: 
“Several times within the past 
few years, it has seemed as if we, as 
a Nation were geared to go, only to 
have some wrench thrown into the 
machinery to upset our hopes and 
halt our progress. The patient has 
been much over-treated by nostrums 
and oftentimes nauseating dosages 





that have disordered the digestive 
organs of the business to the extent 
that the whole internal workings 
are out of joint and failing utterly 
to function. The machinery needs 
to be relieved from further tamper- 
ing with and allowed a freedom 
from outside interference. Within 
itself there are ample resources in 
America to bring about a resump- 
tion of normal, healthy activity if 
but given a chance, regardless even 
of the wrecking influences to which 
it has been subjected” 


FRANK X. O'BRIEN, of The 
Krippendorf Dittmann Company, 
Cincinnati, Ohio, says: 

“We feel very optimistic for 
Spring, for there is much more 
punch back of the women’s end of 
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the business in the first six months 
of the year than there is in the last. 

“We find that our salesmen get 
a better reception when it comes to 
Spring buying, for there is much 
more wallop back of the stock busi- 


YEAH TS PRING 
= 1939 
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ness, and as a general rule, we have 
a very good white business to fol- 
low up the Easter business, whereas 
in the Fall period, when we ship 
our black and brown suede shoes 
out, there seems to be nothing you 
can do to stimulate the buying for 
shipments during October and No- 
vember. 

“Barring anything of an unusual 
business slump, which we do not 
foresee, we feel, and we are keeping 
our feet on the ground, that we are 
going to have the best Spring sea- 
son we have had in many years.” 


A BULLETIN from the office of 
Secretary T. A. Delany of the Na- 
tional Shoe Travelers’ Association 
says that President Norman Souther 
announces that the twentieth-eighth 
annual convention of the associa- 
tion “is called for January 6 and 
7, 1939.” 


H ers will be at the Morrison 
Hotel, Chicago, Ill., where all conferences 

of committee men, Board of 
Governors, and the General Convention 
will be held. The Board of Governors 
will meet at 9.00 a. m. on Friday, Jan- 
uary 6. Immediately on completion of the 
business of this Board the regular con- 
vention will be called to order by Presi- 
dent Souther. 
“In the assignment of these dates the 
convenience of all delegates and officers 
was primarily considered. They afford 
every amar to the salesmen to give 
full and complete attention to the calls 
and needs of the trade before and during 
the sessions of the National Shoe Fair. 

“During the month of December our 
various i associations will hold 
ae for the transaction of associa- 

tion business, reading of reports of works 
accomplished ay h- year, presenta- 
tion of plans for future, and——-most 
important—the election of officers. This 
last item of business should be given very 
serious thought and action. Elect those 
to office who are heart and soul in the 
work of the local and national associa- 
tions, those who appreciate not only the 
honor conferred on them but the duty 
and responsibility that go with the office. 

“The great obstacle which the sales- 





man has had to combat all through these 
trying times is sales resistance, but in 
spite of it all the salesman has kept the 
boat on an even keel. The facts show 
it. Business is now on the uptrend as 
proven by the large number of employees 
called in to resume their old jobs in the 
variou Fog industries of the country. 
Practically every pay envelope received 


by the workers means a new pair of 
shoes. Better grade shoes are being sold 
and this means more orders for the sales- 
man. Kill sales resistance, get the buyers 
. kill it, and business will be better for 


. . * 


CARL BURGSTAHLER, of F. E. 
Foster & Company, Chicago, IIl., 
says: 

“Looking farward to 1939, we 





are enthusiastically confident that 
business generally and with it, our 
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industry, will experience a decided 
upturn. The results of the recent 
election will encourage business 
and prove that our American sys- 
tem of government is functioning 
and will continue to do so as long 
as our people use their self-expres- 
sion, truly and sincerely. 

“Business confidence will, in our 
opinion, give the buying public 
confidence and be a stimulus to a 
continued American standard of 
living.” 

* o * 
GOODMAN'S, enterprising shoe 
store in Fond du Lac, Wis., with 
a population of some 40,000, re- 
cently ran an advertisement with a 
good copy appeal. The copy read: 
“Do you remember the last pair 
of shoes that we sold you? It was 
Peter’s solid leather and didn’t cost 
any more.” 

Then followed a list of shoes on 
sale. The ad pulled well. 


“Ah ain't superstitious but if size 7 don't fit me, ah'll take size 111" 
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Across my desk come many articles of various 
kinds, which I have for years been filing away 
under different classifications. Whenever an article 
comes to me, better than one I have filed on the 
same subject, I discard the previous statement. For 
the past eight years, however, I have kept under 
the “Salesmen” file, a statement of what constituted 
a Grade A salesman, which I have never been able 
to discard because I have never found a more ade- 
quate statement than has been here succinctly 
assembled. 

This Grade A salesman article appeared in a series 
of salesmen’s educational articles prepared some 
years ago by the Boor aNnp SHog Recorper. Let me 
—_ just a few of its rules for successful salesman- 
ship: 

“A Grade A salesman always arrives for work 
promptly and comes in with a ‘Good Morning’ on his 
lips to all his co-workers. 

“He always takes pride in the appearance of the 
store as well as hi ‘ 

“He always makes a sincere effort to render service 
with each transaction. 

“He always remembers that customers judge a 
store’s methods and policies by the impressions they 
get of a salesman’s attitude and treatment. 

“He always endeavors to improve his efficiency 
by absorbing the good points of each day’s expe- 
rience. 

“He always gives a true answer to any question 
pertaining to size or fit. 

“He always avoids arguments with customers or 
co-workers. 

“He always knows the stock in the available sizes. 

“He never uses the nearby seats for bins to accum- 
ulate the styles he is showing. 

“He never fails to greet his customer with a smile, 
and dismiss the customer in a similar way. 

“He never knocks the products of a fellow mer- 
chant. 

“He never stands around idling away his time. 

“He always endeavors to make each day a bigger 
and happier sales day than the day ieonading 





THEM IDEAS. 


From an Informal Talk by Melville Kaufmann, 
Vice-President and Sales Manager of Joyce, Ine. 
te Salespeople of J. W. Rebinsen Co., Los Angeles 
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WOU wouldn’t walk into a shop and buy a fine paint- 
ing without a frame around it—nor would you buy a 
comfortable easy chair to put in front of the open fire 
or radio without an appealing, colorful covering there- 
for—nor do you buy a necktie or any article of wearing 
apparel just because it is another article of personal 
adornment. You want it actually to adorn you, and 
unless the salesman in selling it to you has presented 
to you an idea, a color, a piece of interesting informa- 
tion or something that sets this piece of merchandise 
apart from just another piece of merchandise, you are 
not going to be as completely sold on this merchan- 
dise as you will otherwise be. 

If a salesman has picture-framed it for you, has put 
a satisfactory cover on it, has adorned it and set it 
apart from the usual run of its kind, he has actually 
sold an idea to you, and you, in turn, as the customer 
rather than the sales person, your usual role, have 
bought the merchandise. So remember when you sit on 
the fitting stool in front of a customer who is buying 
a pair of shoes, that you can’t just sell her another 
pair of shoes this year. The halcyon days of the 1920s 
are gone forever, the days when we lived in a sellers’ 
market, when customers entered our shops literally to 
take merchandise away from us. Since 1929 and con- 
tinuously through today, we have been living in a 
buyers’ market, when we must use every technique at 
our disposal in order to make the merchandise interest- 
ing to the customer so that she feels that she is buying, 
not just another pair of shoes or slippers, but some- 
thing that has romance, glamour and “it.” 


THIS “picture-framing” of merchandise applies also 
to the picture framing of yourself as the sales person 
who is endeavoring to sell the customer. You must 
present your personality to her in such a telling way, 
with such a pleasant smile, such an ingratiating per- 
sonality, such carefully chosen words, and such a sym- 
pathetic understanding of the customer’s problem that 
she will be appealed to by the human personality sit- 
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YOUR SHOES 


Here’s a Shoe Man of Long and Practical Ex- 
perience Who Claims the Old Adage, “Business 
Is Business,” Has Passed into the Discard—T o- 
day Successful Selling Is Based upon Human 
Relationships, Established at the Fitting Stool 
and Developed Through the Sort of Friendly, 
Intelligent, Painstaking Service That Creates 
Good Will. Customers Buy, Not Merely Mer- 
chandise, but the Romance and Glamour with 
Which Salespeople Are Able to Surround It 


MELVILLE KAUFMANN 


ting in front of her on the fitting stool. In more ways 
than one, the old adage by which merchants used to 
conduct their affairs, namely “business is business” is 
gone forever. Today business isn’t business as much as 
it is human relationship, the human relationship based 
on cordiality and good will that must be established 
between you, as the sales person and the store’s repre- 
sentative at the time of sale, and the customer. 


IDON’T think that the last word has been written or 
will ever be written about any subject under the sun. 
New ideas, new discoveries, new inventions, new selling 
techniques are passing before us constantly as golden 
opportunities for further progress in our chosen work, 
which in this case happens to be selling merchandise. 
Remember that it is still true that as long as you are 
green, you continue to learn; as soon as you are ripe, 
you rot. Let each day’s experience on the sitting stool 
in front of the customer be not just another day spent 
in earning your alloted salary—tet it be a day during 
which you will at least find one or more valuable ideas 
to help you in the following day’s selling experience. 
It’s an old saying that knowledge is power, and detailed 
and definite knowledge about your merchandise will 
give you power in selling it effectively to your customer. 

Take your return slips some day and look them over 
carefully and try to visualize in your mind’s eye what 
selling approach you used for the customer whose 
merchandise was returned. Eliminate immediately those 
sales on which you took a chance, like fitting them a 
little short or a little narrow, or used so-called “heavy 


artillery” methods in trying to make a sale to the cus- 
tomer. Then take the sales checks about which you 
can picture no definite reason for the return of the mer- 
chandise, because of size, color, or tactics and see if 
there wasn’t some little slip made in your selling ap- 
proach, the framing of your personality or the fram- 
ing of the merchandise at the time of sale that might 
have made less potent the desire of the customer to keep 
the shoes in question. 

Of course, you can’t do this in every case, or with 
every sale. But, if you can have your return slips given 
to you as quickly as possible after the merchandise is 
brought back, review your credits on this basis for a 
few days conscientiously, and I believe you will find 
several reasons for the returns. 

A goodly number of your waking hours are spent on 
the job. Why not try to improve your relationship to 
your job by making each day a real adventure in liv- 
ing, so that each succeeding one will find you that much 
better equipped to sell the sizzle and not the steak, as 
applied not only to the merchandise but also to your 
own personality. 

When you sell the customer the first pair of shoes, 
either after having seen them in the window or in a 
national or local display ad, you are an order taker 
and not a salesman; but, when you succeed in selling 
her a pair of shoes which she didn’t call for, or a 
second pair after having sold her the first, then you 
definitely lift yourself out of the class of order taker 
into the class of salesman. Every customer who is shown 

[TURN TO PAGE 38, PLEASE] 
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PERHAPS a better title for this article would be a 
paraphrase of that of a famous recent book: “How to 
hold sales that make customers,” because that is what 
a good sale campaign is expected to do. But somehow, 
after seeing the same shoes around for several weeks 
(or more) and knowing that size ranges in good sellers 
are broken, and other styles are not so easy to sell, 
there’s a big temptation to get careless. The truthful 
title, if used, would be “Half-hearted Sale”—and we all 
know how little good can be expected from that sort of 
effort. 

A sale promotion should be planned as carefully as 
an opening. That does not mean that as much money 
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To Make Your Clearance Sale 


Suggestions for Planning a Sale Prometion and Carrying 
It Out to a Profitable Finish. Hints fer In-Store Tie-Ups 
That Will Interest Customers in Your Sale 
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should be spent. More money spent to sell the shoes at 
profit prices makes it unnecessary to spend so much at 
clearance time. But every angle of promotion should 
be considered, with special emphasis on the newspaper 
ads, direct mail, window displays and in-store ideas, 
and a program built around a main theme that gives a 
tie-up clear across the board. When you do that you 
are doing all that the biggest stores do—and you can 
do it even if your store is small. 

How you handle your sale is more important than 
what you call it—except where usage during a number 
of well-handled sales makes the name mean much to a 
lot of people. However, the name should be timely, 
appropriate, and distinctive if possible—January Thrift 
Sale, 4 Star Sale, Treasure Hunt, Blue Banner Sale are 
sale names that are associated with certain stores 
through repeated use. 


STARTING date and duration should be carefully 
determined. Jan. 4 to 14 would give an early start, in- 
clude two week-ends, and not be too long. A dragged- 
out sale costs too much to keep alive, and usually fizzles 
out. It’s better to come back later with a Final Close-out. 

Then select a character, symbol or type of ad layout 
that can be used in all parts of the campaign to give 
TIE-UP. That’s one of the biggest things to remember. 
The idea may be simple and not always new, but it 
must be carried through the entire campaign; this is 
true in the world’s biggest store, and is equally impor- 
tant in every store. 

For your own convenience make a check-up of stock, 
with a list of numbers to be included in the sale, the 
regular and sale prices and quantity of each; size listing 
is good also. This definite information helps in arrang- 
ing sale price groups and planning window and in-store 





Left: Ad-layout shows how even the store that 
cannot have special art work can tie up the 
design of the newspaper ad with the design 
indie haem Amp | 7 Flange Fog 
used for mailing and for package enclosures; 
print in the colors used in your sale window 
settings. 
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by BR. E. ANDRUSS 


displays; in fact, in working out all advertising—and 
the entire planning of the sale is greatly simplified 
when this listing is used. 

From the list determine in-store merchandise displays, 
using open displays as much as possible. The “sam- 
pling” idea, showing single pairs of all styles of a sale 
price group together, with a ticket attached giving 
criginal and sale prices and sizes available, is a good 
one; it will speed up selling by as much as 20 per cent, 
and also helps temporary help a lot. Insist on a size 
mark-off for every pair sold, as soon as made. Arrange 
displays to prevent congestion. The rack idea is good 
for the few-pair odds and ends; be sure to have them 
out at the start of the sale to give bargain hunters a 
chance; might call it “the self-service section.” 


EN-STORE displays should carry out the color scheme 
selected, and tie-up with the windows, posters, show 
cards, and direct-mail. Remember, a store can look 
lively—as though something special was happening— 
without looking cheap or sloppy; that’s up to you. 

Pep up your sales force. Dressing up the store helps 
a lot, so does the carrying out of the sale plan com- 
pletely and enthusiastically. Do not expect either the 
salespeople or the public to be more interested than the 
boss; and don’t expect one of those “thrown together” 
sales to get results. You know the sale is coming, so 
start early and take time to do a good job. 

Now let’s get to the concrete suggestion that shows 
how a simple idea works out in actual use, starting 
with the newspaper ads. In this case the irregularly 
shaped panel set through a frame for the window dis- 
plays becomes the layout design for the ads; or it may 
be the design for a striking merchandise illustration to 


Left: A simple display setting consists 

of a frame and a panel. Used in 

series in smart colors to make a 

dramatic sale display at small cost. 
(See text). 


Below: Window and in-store signs of 
wall board mounted on rustic sup- 
ports and used effectively with the 
frame panel units on which the shoes 
are displayed. The squirrel adds in- 
terest, for just as the squirrel stores 
and saves at the right time, so too 
can clearance be a time for storing. 


use at the top of an ad. Sketch A shows the window 


unit, which can be used in ad-adaptation. And in 
illustration (it could be a photographic reproduction of 
a window unit). D shows the idea adapted to an ad 
layout made up entirely by the newspaper, with no 
special art work or engraving. The layout style should 
be carried through all follow-up ads. 


EN all ads use sincere copy, avoiding all meaningless 
superlatives and bombast. Truthfulness and enthusiasm 
will create customer interest and confidence. Give good 
merchandise descriptions; your stock list makes this 
easy. (Several copy “starters” are given at the end of 

this article.) 
An ad reprint can be mailed to customers with a note 
on the envelope (in longhand if a cut can be made), 
[TURN TO PAGE 47, PLEASE] 
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BED RAMATIZATION of correct fitting in a unique 
sales program which has gotten entirely away from 
price appeal has increased volume to a new peak for 
the children’s shoe department of The Emporium, San 
Francisco, and at the same time is creating a high- 
class, life-long clientele for the store. Despite the facts 
that sales have been completely done away with and 
that prices are not even mentioned in windows and in 
most other advertising, the department has shown a 
gratifying increase. 

Determining to apply basic orthopedic principles to 
the children’s business, the children’s shoe department 
did two things: 

1. It launched a comprehensive training program 
to give employees a complete background of fitting and 
selling knowledge. 

2. Through striking photographs and an original 
fitting certificate used as the basis for all promotional 
work, it began to dramatize the service those people 
could give. The shoes themselves have become inci- 
dental to that service. 

The following six fitting steps are the foundation 
for the entire promotional campaign: 

1. Measuring both feet and fitting the longest foot. 

2. Fitting the big toe joint to the widest part of 
the inside line of the shoe. 

3. Fitting the side of the small toe to the widest flare 
of the outside line of the shoe. 

4. Fitting the big toe approximately one-half inch 
from the end of the shoe. 

5. Checking the width and heel fitting. 

6. Re-checking the fit of the shoe by use of the 
X-Ray machine. 


@NCE a month, the department ran a 20 to 30 or 
40-inch newspaper ad illustrating with actual photo- 
graphs all six of those fitting points. Sometimes, one 
of the store’s featured brands was mentioned at the bot- 
tom. Again, the entire space was devoted to the fitting 
story. Then, two to four times a month, between ap- 
pearance of the large “spreads” smaller ads were run, 
each devoted to just one of the fitting points. When 
the six small ads had been run consecutively, the de- 
partment started all over again with Point 1. 

Copy was unusually simple. For instance, this is all 
that was used in one large ad except for explanatory 





UNUSUAL FITTING SERVICE 
INCREASES CHILDREN’S VOLUME 
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captions on the illustrations: “The Emporium’s com- 
mon-sense method of fitting your child’s normal healthy 
feet properly to allow for natural foot growth . . . six 
important points that San Francisco mothers are 
thoroughly appreciating.” 

Windows were trimmed with “blowups” of the same 
pictures. Shoes shown carried small name identification 
tags—no prices. A representative display featured a 
large, white shoe as a centerpiece. Six streamers ran 
out from different parts of it to as many pictures, each 
captioned with an explanation of the fitting step repre- 
sented. 


@N showcases throughout the department were the 
same pictures, along with enlargements of the six point 
fitting certificates. Every phase of the campaign 
“tied in.” 

The certificates, which are given with each approved 
purchase, have squares opposite the points listed where 
the customer may check off each operation as it’s per- 
formed. At the bottom of the card are spaces for date, 
lot number, size, width and the signatures of service 
representative (floor man) and the salesperson. Since 
the management does not want extras to sign the cards, 
the line for the salesman’s signature is left unidentified. 





HOW TO SHOW SHOES 


( According to instructions given to children’s shoe sales- 
men at The Emporium, San Francisco) 


i—Avoid showing more than three at a time. 
Customers are apt to be conf: by too much 
merchandise. 








2— Return to stock immediately, all shoes not sold. 
3—Show the shoe to the pointing out its sell- 
ing features. Then put shoe on the child’s foot. 
Remember you have to talk wearability and fit to 
the parent, and style or appearance to the child. 


4— Emphasize the six points of Emporium fitting. 


used to learn as accurately 
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Systematic Methods Employed by The Em- 
porium, in San Francisco, Have Resulted in 
Substantial Growth in Sales and Satisfaction 
of Customers—Fitting of Shoes Is Carefully 
Checked and Rechecked to Make Certain Size 
Is Right in Every Particular—Education of 
Salespeople Results in More Efficient Service 


to Juvenile Customers at the Point of Sale. 


Measuri 
* the longest r—~4 feet 


and fitting 0D 
Fitt 
pert %, y 4 big toe joj aint te 
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We will 
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2. 
3. 
4. 
5. 
6. 


Techeck QO 
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¥ time you m wieh, t for normas 
n. We - foot 
Uerest 


The monthly newspaper ad used by the 
Emporium tells of their fitting policy 
under these six points. 


Regulars know what the space is for. On the back of 
the fitting certificate are listed six selling points on 
one of the store’s featured brands of shoes. 

If a salesperson can’t fit a child to his complete satis- 
faction or any other irregularity occurs, he must call 
the buyer for approval before completing the sale. 
Where a customer refuses to take the store’s advice on 
fit, the shoes are marked “S.F.,” meaning “self fit,” in 
which case she has no recourse. The letters “N.F.” 
indicate that the shoe was not fitted for some unavoid- 
able reason. Since systemic conditions often enter into 
foot troubles of children, salespeople are not permitted 
to do corrective fitting or suggest alterations under any 
conditions. If the buyer considers medical attention 
necessary, he recommends that the customer see her 
family doctor. Names of doctors are never given. 
Salespeople may not suggest medical attention for there 
i danger of their frightening customers unneces- 
sarily. 

The fitting certificate serves two purposes. First, to 


create confidence. Second, to provide easy access to 
full information on the sale in cases of returns. The 
customer who comes back is invariably asked for that 
certificate. 


Complete Educational Booklet Issued 


The educational problem in the department staff was 
solved through issuance to all employees of one of the 
most complete children’s shoe selling manuals ever 
published. The first section gives a complete explana- 
tion of location, arrangement and handling of stock 
—including a detailed floor plan of the department. 

Next, comes a division on fitting standards, in which 
each of the six fitting steps are analyzed in detail and 
in which instructions are given on handling customers 
who insist on wrong sizes, handling of prescriptions 
and so on. 

Shoe construction, an analysis of leathers, types of 
shoes and terms for different parts of the shoe come 

[TURN TO PAGE 30, PLEASE] 
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OUTLOOK 


EENCOURAGEMENT to small business is going to he 
one of the things to watch next year because long-range 
thinkers feel that small business must always be part of 
our system to bring new blood and new energy into the 
shoe industry. 

So many encouraging comments were made on the 
editorial, “The Thrill of ‘It’s Mine,” that we feel that 
we must have touched some vital truth worth preserving 
in an industry that plays such an important part in 
public service. 

Great concerns can operate with economy and efh- 
ciency only so long as they have capable, fresh and alert 
management. Great concerns should not be molested 
politically merely because of their size—for they are 
a constant example to smaller concerns that there is a 
promise of opportunity ever to be found in a nation 
grown great because of free enterprise. 

Big operation at retail has had its troubles this year. 
When the final figures are written on the book, few will 
show profit. Some will show that customary border- 
line result of a profit of one or two per cent (which 
oftentimes is a bookkeeping disguise, for by a different 
rearrangement of inventory figures it might easily have 
been one or two per cent in red). Others will show red 
ink because the very chain of events in a declining year 
forced the business into that position in spite of good 
management and good operation. 

But many a small business will show a fair profit, 
providing it has not already been deducted in the form 
of salaries over and above the ratio common to the 
volume sold. That’s the rub with many small busi- 
nesses. The proprietor wants to pose as a big business 
man and lives up to a scale that is not justified by the 
volume of business, and the personal-cash withdrawals. 

Alert, ambitious, little businesses weathered the year 
better because of flexibility, day-by-day physical in- 
ventory and day-by-day effort and sales. 

Remember, always, this is a very big country. It is 
not all metropolitan business. The vast majority of the 
stores are in communities, or traffic points, convenient 
to people who buy shoes when the old pair is close to 
disappearing or displeasing. 


Place for Small and Large Business 











By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


Those of you who can recall clearly the big retail 
outfits of twenty-five years ago might well enumerate 
how many of them are dominating the scene today as 
they did then. After all, twenty-five years is a small 
piece of time in industry and in history. Some very 
small units have played leap frog into first position in 
that short span of time. That’s what encourages the 
belief that the refreshment of industry comes out of 
small units where one man and his idea are very im- 
portant—providing he is zealous for success. 

Pity the industry that is operating only through large 
units for its difficulty comes in transmitting manage- 
ment over ‘the years “and unless it has constant infu- 
sion of new blood, new talent, new energy and an ever- 
widening outlook” it will be subject to all sorts of dis- 
appointments. 

Men and management are more important in 1939 
than money and size. What about the department store 
that thinks its shoe division can be operated by clerks 
and bookkeeping and casual merchandise management? 
There is one spot where the right man, with the right 
zeal can go places if given a freer hand. Too many 
department stores make iron-clad decisions covering 
store-wide policy when they should know that footwear, 
with its size problem and its new style feeling, must 
have the right thing at the right time, plus a service 
that goes with no other article. 

The New Year has greater promise for progress in 
those organizations where men and their decisions are 
important. In big organizations, where buck-passing 
is a fine art, the inevitable consequences of letting time 
make the decisions is a loss of trade and red ink. But 
for real businesses, operated by real men who realize 
that the public has a real opinion on what is style right, 
and what is foot-right and fit, there should be in pros- 
pect a year growing in promise as it progresses. 

If one could get a little distance away from the shoe 
industry and look at it as a coordinated business struc- 
ture, one would see that small units as well as large 
complement each other to give a rounded public service. 
If small business is discouraged it won’t be long before 
the powerful forces consume one another. 
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When we decided to put our 
famous patented Air Step prin- 
ciple into Roblee Shoes at $6.50 


they became the biggest ““Baker’s 
Dozen’”’ in the men’s shoe busi- 
ness. Here’s a proved comfort 
idea that actually takes the bump 
and jar out of walking and 
puts a spring into every step. 
A feature that sells itself to a 


man the moment he gets into a 


pair. Actually a ‘‘ Magic Sole.” 
Add this comfort idea to fine 
leathers, plus expert workman- 
ship, and sound, modern styling 
—then wrap them all up for 
a man at $6.50—and we don’t 
believe another shoe can touch 
it. We know we've got something 
for retailers in this new Roblee 
line—$5 to $6.50—and a lot of 


them are rapidly finding it out. 


UNITED MEN’S DIVISION—BROWN SHOE COMPANY, ST. LOUIS 
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SALES 

























MICHAEL MURPHY 


Secretary, Sales and Advertising 
Manager of Krupp & Tuffy, 
Houston, Texas. 








- @NE of the fixed features of the National Shoe Fair, 
to be held in Chicago Jan. 3, 4, 5 and 6, 1939, is the 
| Sales Planning and Sales Promotion Clinic. Announce- 
ment has just been made by Weir Stewart, chairman of 
the Shoe Fair, that Michael Murphy, secretary, sales 
and advertising manager of Krupp & Tuffly, Inc., Hous- 
ton, Tex., has agreed to head this important Shoe Fair 
For the fourth successive year Mike Murphy, as 
. chief of staff of the Sales Planning and Sales Promo- 
. tion Clinic, will make available his services to all 
merchants attending the fair. Holding the position of 
advertising and sales manager of one of the Southwest’s 
leading retail shoe stores, Mr. Murphy always brings 
a new approach to each advertising problem. His prac- 
tical planning enables him to suggest campaigns to fit 
the purse of merchants, whose budget is limited. His 
sales ideas are not over the heads but into the minds 
of those who seek information and assistance through 
these clinics. He carefully analyzes his field and then 
aims his publicity “shots” directly at the prospective 
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PLANNING—PROMOTION CLINIC 








FEATURE 
OF SHOE FAIR 


MICHAEL MURPHY, Nationally Known 
as Advertising and Promotion Authority, 
to Direct This Important Phase of Retail 
Education at Big National Gathering of the 
Industry in Chicago Next Month—Well 
Known Shoe Sales Specialists Will Assist 


customer. Any shoe man spending 30 minutes with 
Mike Murphy will come away with enough ideas and 
plans for a six months’ operation. 

At no meeting of shoe men is there such an unusual 
opportunity as offered at the fair, where retail mer- 
chants may consult a group of sales and advertising 
experts on their individual sales promotion problems. 
Assisted by a group of advertising and sales specialists, 
Mr. Murphy and his staff bring to the clinic an invalu- 
able experience acquired through actual store opera- 
tion, tested and tried with dollar and cents investment. 

Arthur G. Heinmiller, advertising manager of S. J. 
Brouwer Shoe Company of Milwaukee, a member of 
the staff, is a seasoned advertising man, not alone in 
the field of retailing but in other branches of adver- 
tising as well. In Milwaukee, he has led the advertis- 
ing movement for many years, having served as an 
officer and director of the Milwaukee Advertising Club. 
He knows his sales promotion problems from window 
display through every phase of advertising technique 
responsible for influencing sales and building profits. 

C. Benjamin Rush, former advertising and sales 
manager of R. H. Fyfe & Company of Detroit and head 
of his own business, as sales and advertising counsel, 
is a veteran of the staff, having served at each of the 
three previous fairs. Ben Rush has developed hun- 
dreds of successful shoe campaigns and he knows what 
it takes to make advertising click. His practical and 
sensible planning is the result of years of experience in 
service and sales of footwear. 

From this group of sales planners and promoters, 
shoe men may learn, without cost to them, all of the 
new tricks in advertising and selling. 

The Sales Promotion and Sales Planning Clinic at 
the National Shoe Fair will be located on the second 
floor of the Stevens Hotel, in the Boulevard Room. All 
convention activities will be housed on this floor, for 
convenience and easy accessibility. 




















“UNISHANK” 


adds WEAR 
and COMFORT 
and APPEARANCE 


to every shoe in which it is used 


The reasons are simple — 
“UNISHANK™ helps the shoe 
@ to retain its shape 

@ to hold its proper tread 


e@ to provide perfect foot 
support until completely 


worn out. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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AN effective “Sales Mean Jobs” Leggings? 












that the Family Shoe Store, Wood and _ matched. 

Sterling, The Bee Hive, etc., are of- 

fering special bargains in men’s, wo- —_OPI— 
men’s, and children’s shoes. Other 

days of each month are set aside to 








such as hosiery, automobiles, hats, 











liness and respond with enthusiasm. more extra shoe sales.” 





Sales Cooperation Do You Sell Children’s 


Crusade is being carried on by the [RB AMBERGER’S, in Newark, has a 
merchants of Mankato, Minn. special legging counter adjacent to 

Certain days of each month are de- their children’s shoe department. 
| voted by all merchants to the promo- There are more than a dozen different 
4 tion of sales within one particular models on the counter. The idea is 
field—by means of window posters for the parent to make a selection 
and newspaper advertising. and have the leggings fitted at the 

For three days all stores, regardless same time that the shoes are bought. 
of their business, advertise the fact To be real smart the colors 


the promotion of other businesses, High Pressure Displays 


etc. KEEP the customer’s interest aroused 

Competition is forgotten, all mer- with attractive interior displays until 
chants give their hearty cooperation to she can be waited on, says manager 
make this Crusade mean more than H. W. Tankersley, of Loveman, Joseph 
just a slogan. & Loeb’s women’s shoe department, 

The people of the community are Birmingham, Ala. “This means less 
impressed with this spirit of neighbor- | walkouts during crowded hours and 









Seven Ways to Move Slow Stock 


1. Pay salespeople a P. M. (Premium Money) for selling 

slow goods. 

and telephone to customers who may be inter- 
ested in buying the particular size, color, style, etc. 

the goods a , calling attention to 

them with special descriptive price cards. 

4. Mark down the price and offer as a *, 

5. Automatically reduce the price at fixed intervals if 


the goods do not sell. 
ve merchandise to freshen 

















N.C.R. CO. 




















Individual and lighted wall displays 
are built around the department. On 
the floor are arranged a few attrac- 
tive displays of best sellers, co-ed 
numbers and home slippers. 

Mr. Tankersley believes, “High 
pressure selling is definitely out 
and high pressure display is the 
thing.” 

The function of the sales force, as 
he sees it, is to “assist” customers to 
the proper style, color, and size and 
not to “sell” her something in the 
high pressure meaning of the word. 
But “selling the customer through 
newspaper advertising and dis- 
plays both in the show windows 
and within the store is definitely 
good business.” 


7 a | 


“Up you go in this proud little 
platjormed dancing sandal . . . high 
arched, high heeled, and Cinderella- 
tiny.” 


(Sanger Bros., Dallas) 
—OPI— 


Drawing the Bunion Trade 
THE Parente Shoe Store in St. Louis 


recently staged a free foot demonstra- 
tion. Invitations offering special at- 
tention were sent to customers having 
foot troubles. Personal consultation 
and advice were given to each cus- 
tomer in private. 

Store owner Parente says, “The 
free service was a great plan. I didn’t 
realize so many people could have 
aching ‘dogs’. I’ve made many new 
customers as a result of this service.” 





* * # 


“These authentic fashions testify 
to your good taste and judgement.” 
(Gus Roos Co., Dallas) 
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BEST IDEA OF THE WEEK 
NEW SHOES FOR OLD 
(Molden’s Shoes, Kokomo, Ind.) 


O. P. Ideator—“What’s this new idea you have of 
trading in old shoes for new?” 


G. T. Molden—“Have you ever wondered what to 
do with shoes that were not worn out but which you 
no longer had any desire to wear?” 


O. P. Ideator—“Yes, I usually just let them pile up 
in the closet for years and then either throw them away 
or give them away.” 


Mr. Molden—‘Precisely. Everyone does, so we 
developed as an experiment a three day trade-in sale 
patterned after the trade-in system of automobile 
dealers.” 


O. P. Ideator—“How does it work?” 


Mr. Molden—“If the customer brings in an old pair 
of shoes ‘regardless of condition’ a credit of $1.50 in 
cash is allowed toward the purchase of any shoes in 
stock.” 


O. P. Ideator—“Doesn’t the customer bring in a lot 
of old, worthless shoes?” 


Mr. Molden—‘“No, in our ads we remind the cus- 
tomer that the traded-in shoes are given free to local 


charitable organizations, and personal pride keeps 
most customers from bringing in old shoes beyond any 
possible future use.” 


O. P. Ideator—‘“Don’t you take quite a loss during 
the sale?” 


Mr. Molden—*No, the regular price quotations on 
our shoes continue during the sale. When a customer 
is buying a $6.50 shoe, he realizes he iis still buy- 
ing a $6.50 shoe, but actually pays only $5.00 plus a 
pair of old shoes. We do not have to mark down the 
price tags for this special event, saving us the usual 
preparatory work for a sale.” 


O. P. Ideator—*Has it been profitable?” 


Mr. Molden—“Yes, the ‘charities’ offer attracts cus- 
tomers not only for the sale, but also during the year, 
that ordinarily go elsewhere. During the event, the 
customer feels that he is helping needy people while 
buying shoes for himself (also saving $1.50). At 
other times, he is happy to encourage a firm that 
is ready to help needy people. Also as these needy 
people become able to take care of their own ex- 
penses, they have a kindly feeling toward Molden’s.” 











—OPI— 


Slippers on Parade 


PULL a few shoe cartons, here and 
there, half way out from the shelves. 
Then place a popular style of men’s 
or women’s slippers on each. 

The Walk-Over shoe store, Wichita, 
Kansas, tried it in October and man- 
ager Ray Miller reports slipper sales 
three times as great as in any other 
October. Also, he was able to get a 
good idea of the Christmas season’s 
prospects. 
order the headliners in ample time. 


—OPI— 


Headquarters for Ads 


THE Freeman Shoe Store in St. 
Louis acts as an agency to receive 
classified ads for a community weekly 
newspaper. The newspaper carries 
several pages of classifieds and people 
find it more convenient to arrange for 
them at the shoe store rather than at 
the newspaper office. Result: Free- 
man gets a chance at many a potential 
customer and the paper gives his store 
name and address in the lineup of 
possible places where ads may be 
placed. 


He then had time to re- 


“Believe it or not” —=stretching 
the unstretchable. 


“Slippers that look like blazing 
little ornaments set on silken soles.” 
(Delman-Bergdorf Goodman, N. Y.) 


“Evening slippers that gleam and 
glitter . . . highlighting your formal 
evenings.” 


(Saks Fifth Avenue, N. Y.) 
—OPI— 


Setting TALK 
window cards. 
“For Baby’s first Christmas.” 
“Gifts that satisfy.” 

“For a woman—and different.” 

“Give them something different.” 

“Cater to Mother’s Christmas com- 
fort.” 

“Too old for dolls, too young for 
lipstick.” 

“This Christmas business is tough 
on a timid soul.” 

“Gifts that take the ‘if? out of 

Gifting.” 

“Give a Gift of comfort.” 

“Useful Gifts are best.” 

“You can’t beat Smith’s for Gifts.” 

“Gifts that say Merry Christmas.” 

“New dependable Gifts at popular 
prices,” 

“Pamper his pride with Gifts he 
won't hide.” 

“The right Gift at the right time.” 

“She would choose these first.” 

“Dad would be lost without Christ- 
mas slippers.” 

“A gala holiday of Gifts.” 

“Give Gifts of Originality.” 


in type, in ads and 
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Evening Footwear Featured in New 


“Cinderella Room” 


The large frosted glass circle in 
background is used for the display 


evening footwear and is 


Potter’s used this attractive news- 
paper ad to publicly proclaim the 
opening of their new “Cinderella 


Room.” 





the 
~ s 
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this new department 


P otter Shoe Company Opens New Department 

Where Evening Shoes Are Featured at One Price, 

Thus Making It Possible to Carry a Larger and 
More Complete Stock of Styles and Sizes 


THE opening of the new Cinderella Room on the 
second floor marked the start of an outstanding Fall 
promotion on evening shoes for the Potter Shoe Com- 
pany, Cincinnati, Ohio. 

A large frosted glass circle was used as the back- 
ground for the display in the Cinderella Room. On this 
background were painted small black figures of dancers 
and musicians and on glass shelves attached to the 
background were displayed more than a dozen of the 
new Fall evening slippers. On the floor in front of the 
main display were displayed additional styles as well 
as hose in the newer shades. 

The Potter Shoe Company has started a new policy 
in carrying shoes at the single retail price of $8.50. 
They feel that this price is the average price that their 
customers like to pay for their evening shoes and find 
that by limiting themselves to the one price they are 
enabled to carry a far more complete line of styles and 
sizes than was possible previously when their eve- 


ning shoes were sold at four or five different prices. 

Robert Nunn, who is buyer of women’s shoes for 
Potter, states that this display has already been more 
than worthwhile in that it brings the question of evening 
shoes before each customer entering the department 
and has in many cases meant a two or three pair sale 
instead of the one pair which the customer had in 
mind when entering the store. 

The attached advertisement picturing not only the 
new shoes but also the Cinderella Room was run in the 
local papers at the time of this opening. 

All in all the Potter Shoe Company feels that the 
new policy is a most advantageous one and the interest 
that their customers have shown has entirely justified 
the promotional work that has been done. 

Mr. Nunn advises that gold and silver, both in kid 
and in mesh, continue to be outstanding in popularity. 
Satin is also in high demand, both in black and white. 
as well as in shoes dyed to match gowns. 
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Imitation is the 
most sincere form 
of flattery 


STERLING LAST CORP. 
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UNUSUAL FITTING SERVICE INCREASES 
CHILDREN’S VOLUME 


next. A short fourth section is devoted 
to shoe cleaning. Several pages follow- 
ing this are given over to an explana- 
tion of features of the brands carried. 
Other topics are: policy regarding com- 
petitive brands; slow-selling merchan- 
dise; how to sell children’s shoes; in- 
creasing the size of the average sale, 
and building good will for the future. 

The salesmanship section covers the 
whole subject in detail including sub- 
jects such as how to make the ap- 
proach; what price merchandise to 
show; how to show shoes; how to talk 
shoes; how to close the sale; overcom- 
ing objections. 

In explaining the six steps in cor- 
rect fitting, salespeople are advised to 
use the following procedure for Step 1, 
“Measuring the Foot”: 

Remove the customer’s shoes and put 
them underneath the chair. The shoes 
may be worn or soiled and would em- 
barrass her if they were left in sight. 
Moreover, they might be stepped on if 
they are left in the aisle. 

Ask the customer to stand, squarely 
on his or her two feet, on the floor. 
Thus with the feet slightly apart, the 
weight is distributed equally on both 
feet. 

Measure the length of both feet in 
every instance, for: 

(1) Both feet may not be the same 
length. Fit the longest foot. 

(2) Much time can be lost in try- 
ing on shoes which are the 
wrong size. Never accept the 
customer’s request for size. 

(3) The act of measuring the foot 
gets the customer into the 
proper frame of mind to ac- 
cept a substitute style, if 
necessary. 

The width can not be measured. 
Judge the width while you measure 
the length. 

In “Checking the Fit of the Shoe,” 
the following is recommended: 

Step 2. Feel the joint of the large 
toe, which should fall exactly at the 
widest part of the inside line of the 
shoe. 

Step 3. Feel where the little toe falls. 
The side of the little toe should fall in 
the widest flare of the outside line of 
the shoe. 

Step 4. Feel where the ends of the 
big toe and first toe fall. There should 
be approximately one-half inch be- 
tween the end of the shoe and the ends 
of the big toe and first toe. Except in 
rare instances the position of the end 
of the large toe is not a deciding fac- 
tor in determining correct length. The 
measurements to the big toe joint and 
to the wide part of the little toe are 
the most important measurements for 
length. Let these two measurements 


[CONTINUED FROM PAGE 21] 


(Steps 2 and 3) influence your judg- 
ment more than the measurement from 
the end of the toe to the end of the 
shoe. 

Step. 5. Run your fingers across the 
vamp of- the shoe. When a slight 
amount of leather can be drawn be- 
tween the fingers and there is no pres- 
sure on the toes, the width is correct. 
Check heel fitting and call customer’s 
attention to the snug fitting under the 
arch and around the heel. 

In Step 6, “Rechecking the Fit of the 
Shoe,” the procedure is as follows: 

Ask the customer to step to the X-Ray 
machine with you so that you and the 
parent can recheck the fit of the shoe. 
Using the indicator on the X-Ray ma- 
chine, point out to the parent: 





Study in Suede 








(1) The actual length between the 
end of the toes and the end of 
the shoes. 

(2) The straight alignment of the 
tarsal (long) bones with the 
bones of the toes. Remember 
how straight the foot was with 
the shoe off, see if the shoe 
you have fitted allows the 
bones to lay perfectly straight. 
If not, try a different size or 
shape of shoe. If the bones 
still do not lay straight, call 
the department head for re- 
checking. 

Be sure the customer understands 
that the X-Ray does not indicate cor- 
rectness of width, but it is of assistance 
in determining whether the shoe is cor- 
rect for the length and shape of the 
foot. 

Explain that the customer may and 
should check the length of the shoes 
every six weeks in the X-Ray. No 
charge is made for this service. It may 
be done as often as the customer 
wishes. 


Morse & Haynes to Move 


SPRINGFIELD, Mass.— Morse & Haynes 
Co., the oldest retail shoe store here, will 
move January 1 to a temporary location 
at 1394 Main Street. This move is 
necessitated by the sale of the building 
that they now occupy. This building 
and the adjacent one will be torn down 
and new buildings erected in their place. 
When the new buildings are completed, 
the Morse & Haynes company will move 
into the one on the corner of Main and 
Vernon Streets, next to their present 
location. The new store will be entirely 
modern and will be fully air conditioned. 

The store has been in its present lo- 
cation for the past seventy years, carry- 
ing on the business founded by O. D. 
Morse. Later, in 1910, the firm was 
combined with one known as Morse & 
Haynes, owned by Mr. Morse’s son and 
Lincoln C. Haynes. 

The store is now owned by Eugene B. 
Ward, who bought Mr. Morse’s shares 
on his death; Lincoln C. Haynes and his 
son, Walter L. Haynes. 

Lincoln Haynes has been with the 
firm for 43 years, having started under 
O. D. Morse as a clerk. 





New Popular Priced Depart- 
ment Successful 


Detroit, MicH. — Crowley-Milner 
Company, leading downtown depart- 
ment store, which recently opened a new 
popular-priced women’s shoe depart- 
ment, featuring Hollywood styles, re- 
ports an excellent business in the new 
department, according to Walter Ma- 
gee, department manager. 
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STRUCTURAL STRENGTH 
Exclusive IN 
BREASTLOCK HEELS 


MEANS Sales Strength for SMART 
MANUFACTURERS and RETAILERS 


_— however smartly styled, is no better than its component 
parts. The fact is that a shoe is no stronger than its heel—and the 


way it is attached! 


Combined in one hee|—and only in the Breastlock Heel—are structural 
strength, up-to-the-minute styling, plus the exclusive Breastlock con- 
struction, which insures the shoe retailer against the possibility of re- 
turned shoes because of broken breastings and ‘'teetery'’ heels. 


Specifically, Breastlock Heels prevent broken sole flaps or breastings— 
pulling away from the counter line—and add extra shank reinforce- 
ment. 








BREASTLOCK 


TRADE MARK 


LEADING 
SHOE MANUFACTURERS 
USE BREASTLOCK HEELS 


Thousands of retailers who want struc- 
turally correct footwear that will never 
become "cripples," insist that their 
shoes shall be made with Breastlock 
Heels. 





F. W. MEARS HEEL COMPANY, Inc. 











THE BIG BUY in THE 
‘5 HAND WOVEN FIELD! 

















































Fashion Signs Point to Prosperous Spring 


[CONTINUED FROM PAGE 16] 


thick—and for more casual types, 
heavier—up to three-quarters of an 
inch. 

Patterns are of all kinds, from the 
casual beach sandal, the slack or lei- 
sure shoe, the daytime and the specta- 
tor, through to the cocktail and dancing 
sandal. In fact, the sandal is the lead- 
ing pattern throughout and will be 
worn in all heel heights from 23/8 to 
the flat spring heel of a little child’s 
shoe. 

Materials are unusually varied. 
There are linens and prints, colorful 
doeskins, kidskins, colored alligator and 
lizard, buckskin, mesh and elasticized 
leathers. 

From every point of view, says Mr. 
Kirsh, this year’s resort season offers 
a wonderful opportunity to the shoe 
merchant who is prepared to take ad- 
vantage of it. 


~~ for January and 
ebruary Selling 





the rocker bottom for sportswear and 
the shorter, rounder toe for all day- 
time occasions. 

The leading silhouette is undoubtedly 
the pump which influences the sandal 
so that there will be many sandals of 
a pump type. The very short daytime 
skirts require a long, unbroken line 
from the throat of the shoe to the hem 
of the dress, unbroken by straps or ties. 
Mr. Kirsh has discussed this point with 
several fashion experts and they agreed 
with him that this was a fundamental 
feature of the Spring silhouette. 

In materials and colors, patent 
leather in black, first, then in light 
navy and red burgundy will be number 
one. Other leaders for the first 60 
days’ selling will be calfskins in the 
beautiful, new, rich colorings, and soft 
crushed kids and reptiles more colorful 
than ever. 

If the shoe man would think of his 
Spring business in terms of a news- 
paper and would think of his shoes in 
terms of headlines, what splendid re- 
turns he would get, says Mr. Kirsh. 
For news is business and with the 
wonderful array of news in the shoe 
picture, there is a very interesting 
story to be told for the early Spring 
period 


Here are some of the highlights in 
shoe news for January and February 
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selling, according to Mr. Kirsh. Patent 
leather in black and colors. New tan 
and wine calf. Blue with a decided 
purplish cast. Contrasting colors on 
patent leather. Nailhead platforms in 
colors: Colored reptiles in bright vivid 
shades, as orange, coral, red, rosy 
rust, Empire Blue. Mat kid with white 
silk kid. Shirred kid in a wealth of 
colors and combinations of colors. 

Luster shoes in many versions and 
types. Gabardines if very unusual and 
new looking. Huge bows on sandal 
pumps. Perforations, pipings. All types 
to fit the occasion. A fashion story in 
heels. The pump silhouette will pre- 
dominate in the Spring picture. This 
silhouette will also influence the san- 
dal. Attention focussed on the vamp 
of the shoe. Radical changes in sport 
shoes, which will be lighter, more open 
and more attractive than in previous 
seasons. 

Summing up the entire picture, Mr. 
Kirsh say, “The coming season offers 
the opportunity to sell more pairs of 
shoes than ever before, due to the 
diversification of pattern, color and 
types. Shoes will be the headlight, so 
to speak for every ensemble if we em- 
phasize or tell the right story for 
Spring 1939.” 


“California Accessories” 


Started 
Los ANGELES, CALIF.—‘California 
Accessories” has been formed with 


Miss Frances Campbell as Coordinating 
Director. Permanent offices and sample 
rooms are maintained at Room 912, at 
846 South Broadway, this city. 

Through Miss Campbell’s efforts, a 
group of seventeen outstanding Los 
Angeles manufacturers of such acces- 
sories as hand bags, casual hats, belts, 
flowers, costume jewelry, etc., are now 
working as a unit in presenting related 
accessory items. This is something of 
the utmost importance to the many 
visiting buyers as they can see far 
more in a few hours than they could in 
weeks in scouring the local markets. 
Nearly all of these related accessories 
are finding a ready acceptance in shoe 
store hosiery and accessory depart- 
ments, as the consumer is being of- 
fered bags, belts, flowers and jewelry 
that are exactly harmonious with the 
recently purchased footwear. 

“This centralization of thought in 
displays and in merchandise is some- 
thing new in principle, but it is some- 
thing that is eagerly wanted by every 
shoe store accessory buyer, judging by 
the large number who welcomed this 
innovation by substantial orders,” said 
Miss Campbell. 


Adds to Factory 


Eppinc, N. H.—With the aim of 
doubling production, the National Shoe 
and Leather Co., Inc., is constructing 
an addition to its factory here. The 


new structure will be 40 by 300 feet, 
and will have a brick facing, according 
to officials. 
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1939 Members’ Emblem 


Adopted by National Boot and Shoe 
Manufacturers Association 


PREVIOUS to the National Shoe Fair in Chicago, 
the National Boot and Shoe Manufacturers Association 
will distribute to its membership emblems identifying 
them as members of the Association, and indorsing 
the work of the National Shoe Retailers Association 


SHO! 
[ATION 


oe ~-Y reproduction of new emblem of National 
Boot and Shoe Manufacturers Association. 


and the National Boot and Shoe Manufacturers Asso- 
ciation in connection with the National Shoe Fair. 

The emblem, in bronze finish, is 10% inches high 
and 914 inches wide, with raised polished lettering on 
a light bronze background, and is provided with both 
an easel stand and a chain, so that the emblem may 
be either hung up or placed on a table or desk. The 
emblems will be displayed in the showrooms of mem- 
bers of the National Boot and Shoe Manufacturers 
Association at the Shoe Fair in Chicago, and also in 
members’ factory reception and showrooms. 

Each emblem is numbered and a record kept of 
those to whom the emblems are sent, so that each 
member will be responsible for the emblem or em- 
blems received; as the emblems are to be displayed 
only by members of the National Boot and Shoe Manu- 
facturers Association. 


Picard Named Bry’s Shoe Manager 


Mempuis, Tenn.—Charles G. Picard, for two years 
manager of a local shoe store, has been made manager 
of the shoe department of Bry’s Department Store, 
Memphis, Tenn. 





GENUINE 
GOODYEAR 
WELTS 


3482 White Eik with natural ribbed crepe sole. 

3504 Light Ton Hucrachehide with natural ribbed crepe sole. 

3505 Light Tan Huorochehide with belting leather sole. PRICE 

3443 Noturol Huorachehide with natural ribbed crepe sole. $3.60 
B 7 to 12; C 6 to 12; D 54% to 12 Terms 5% 30 days 


@ USING selected American leathers, 
Curtis craftsmen “Gone Mexican” hand 
weave the “Cifero” in colorful ventilated 
designs. Finely ribbed imported plantation 
crepe, or pliant belting leather outsoles, 
combined with curried flexible non-buckling 
innersoles, insure moccasin-like flexibility. 


At the Chicago Show—Hotel Stevens, Rooms 1313, 1356 
At the Boston Show—Hotel Statler, Room 410 


CURTIS SHOE COMPANY 


MARLBORO - MASS. 
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COAST TO COAST, 
THE ADVERTISING COPY IS/; 


Yine 4 
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OR Pete's Sake take pity on the littie fellow 





in the lower right hand corner. For a week now 
every morning he's been asking us for your copy. 
So AlAs, ae 7 He remembers last year, when in spite of all our 
: nd sf - promises and yours, he worked every night for two 
weeks ... and the plant gets so draughty after ten 
o'clock. He really is a conscientious fellow at heart, 
with no end of American Enterprise himself, and he 
DOES want to handle your copy and set your ad 
so that it is a credit to you and to the finest issue of 
Boot and Shoe Recorder of the year. But it's going 
to be a tough enough job for him, even if he gets 
ALL the breaks. Won't you help him to get out of 
the print shop by Christmas? You can do it by beat- 
ing that deadline by as many days as possible. 


BOOT ano SHOE 
REtoROER 


A Chilton Publication 
239 WEST 9TH STREET 
NE W Yor K Ss @:3..8 





=~ 
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SELL THOSE WINDOW SHOPPERS 








































































» SC TATE ST + CHICAGO 








ILLINOIS 





-3 
> 
rc 
.| XMAS PRICE TICKETS |- 
= Imprinted Prices on Colorful Seasonal Designs z 
tJ) Ao 
- A 
2 oO 
n O 
Me yt ey ved, X-4—Red and a 
= and geid on white en om whe 
O n 
1 0 
> Colorful price tickets in The size—1.” x 234”—is 
the popular price denomi- 6 Dozen large enough to attract the > 
nations will dress up yeur $1 10 eye, and small enough to < 
= displays, and make selling . give the shoe prominence. 7 
easier. Blank tickets, show- The tickets are attached 
0 ing the design only, are 12 Dozen i cteatly to any part of the - 
z also available. 9 00 shoe with our Price Ticket 
. . P » + 9} 
— We have in stock a com- $ Clips which are priced at 
iv; plete selection of designs $4.00 per grose—$2.25 per " 
a and color combinations. half gross. 
. We will send a circular showing actual samples, at your request. 











COLORFUL AND EFFECTIVE 
SHOW CARD AND PRICE TICKET 





WRITE FOR DETAILS OF OUR ANNUAL SHOW CARD SERVICE 





SERVICE 


MONTHLY 


CARDS HOLDERS 


BLANK 
TICKETS 





No. |! 


$5.00 

















No, 2 





4.00 





8 4 











No. 3 





3.00 





6 2 


















No. 4 








2.25 














4 
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THIS WEEK IN THE 


SHOE TRADE 


Saturday, December 3, 1938 


Natienal News 





To Discuss Trade Practice Legislation 





State Senator Sletvold to Be Featured Speaker at Northwest- 
ern Retailers’ Show, January 8, 9, 10, 1939, 
at St. Paul, Minn. 


MINNEAPOLIS, MINN.—State Senator 
A. O. Sletvold of Minnesota will be 
the headline speaker at the opening 
luncheon business meeting of the an- 
nual convention of the Northwestern 
Shoe Retailers Association on Jan. 9. 

Senator Sletvold, a staunch friend 
of the independent merchant and a 
member of the so-called conservative 
group in the Minnesota legislature, 
will have as his subject, “An Unfair 
Trade Practice Act—How and Why?” 
Following the senator’s talk, there 
will be a question and answer session 
in which Senator Sletvold will par- 
ticipate. 

This question of trade practice legis- 
lation is a live one in all the States 
embraced within the membership of 
the Northwestern association. In many 
of them efforts are to be made to have 
such laws enacted at legislative ses- 
sions this Winter. Hence, the program 
committee, planning convention details, 
feels that it has scored a ten-strike in 
cbtaining the promise of Senator Slet- 
vold to speak. 

Reservations for display space have 
been coming in nicely in recent weeks, 
the total as of November being well 
up to that of any former year. The 
exhibit fee is $10, payable to the 
Northwestern Shoe Retailers Associa- 
tion on or before the opening day of 
the convention, the dates of which are 
Jan. 8, 9, and 10, with Hotel St. Paul, 
St. Paul, Minn., the headquarters. 


All reservations and room assign- 
ments are being handled this year by 
Assistant Manager Harbolt of the 
convention hotel, to whom all letters 
relative to display space should be 
addressed. 

The annual banquet and ball will 
be held on Monday evening, Jan. 9, 
with a nationally-known club and 
radio orchestra furnishing the music 
for both events. 


Michigan Travelers Hold Party 


DetTrRoIT, MicH.—The annual Keno 
Party of the Michigan Shoe Travelers 
Club, held recently at the Hotel Stat- 
ler, was voted an outstanding suc- 
cess by the 450 persons in attendance. 
Radios and other valuable prizes were 
awarded to the winners. The pro- 
ceeds of one game was donated to the 
Newsboys’ Goodfellow Fund. 

Much credit for the success of this 
event is due Charles Harris, of Hood 
Rubber Co., chairman in charge of 
arrangements, and his assistants, 
George Lawson of Hub Shoe. Co.; 
Frank Heutter, of Conrad Shoe Co.; 
Ned Mansfield, of Herbst Shoe Co.; 
C. E. Armbruster; of Ainsworth Shoe 
Co., Toledo; Lou Hall, of Hamilton 
Brown Shoe Co.; E. C. Armstrong, 
Williams Shoe Mfg. Co.; and Sam 
Rosenthal. 

The club will now resume meetings 
twice a month. Plans are now in 


progress for holding Open House 
Party for all shoe salesmen register- 
ing at the Michigan Shoe Fair. Date 
for this party will be Saturday, Janu- 
ary 7. 


Two Manufacturers Join 
to Produce New Line 


St. Louis, Mo.—The New York firm 
of Palter DeLiso and the Samuels Shoe 
Co., of St. Louis, have merged to bring 
together the high-styling genius of the 
former and the production and mer- 
chandising facilities of the St. Louis 
concern in the production of a new line 
of women’s shoes retailing at $8.75. 

The new line will be known as “De- 
Liso Debs,” and will be merchandised 
on a dealer franchise basis and backed 
by national advertising. 

Theodore Samuels, of the Samuels 
Shoe Co., states that the dealer accep- 
tance of the New York-St. Louis tie-up 
has been beyond all expectations. In 
a move to increase production, the 
Samuels Shoe Co. recently started work 
on a new addition to their factory. 


Opens New Men’s Shoe Shop 


New YorK—David Lefcourt has re- 
cently opened a new men’s shoe shop 
at 400 Madison Avenue, this city, deal- 
ing in men’s quality footwear. English 
bespoke shoes also will be handled by 
this new shop in addition to their do- 
mestic lines. 

Mr. Lefcourt was formerly with the 
men’s shoe department at Saks-34th 
Street, here. Assisting him as manager 
of his new shop is F. V. McWilliams, 
who was for many years men’s shoe 
buyer at Finchley’s, also of this city. 





Men's Shoes 


“HIGHEST GRADE ONLY" 
EAST WEYMOUTH. U.S. A. 


Soles and Heels 








METAL FLEX Non-Slip Soles and Heels. 
LITHOX Soles and Heels. 


No SPREAD, No CURL, No BULGE 


THE LITHOX CORP. 
Wapakoneta, Ohio, U. S. A. 











Ski Boots 





Shi Boots 


Designed by Swiss shi experts 
IN STOCK 


$2.35 up 
a, 
Hine of A 


THE ARNOFF SHOE Co. 
101 Duane S¢. New York, N.Y. 
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To Open New Juvenile 
Bootery 


Miami Beacn, Fia. — Walter S. 
Mackauf will open the Walrose Junior 
Bootery at 932 Lincoln Road, Miami 
Beach. The shop will be devoted to a 
complete service of juvenile footwear 
and accessories and will be the first 


children’s apparel, having been asso- 
ciated in the operation of the Rose 
Brier Shoppe, immediately adjoining 
the location of the new shoe store. 
A complete service on the various 
types of Dr. Posner’s Scientific Shoes 
will be featured in conjunction with 
footwear accessory items. 


DATES TO REMEMBER 


E. A. Richardson, Manager, Hotel 
New Yorker, New York 
4, 5, 6, 7, 1938 


December 
National . % Fair, Hotel 
January 3, 4, 5, 6, 1939 

"Convention, National 


January 8, 9, 10, 1939 
Charlotte Shoe Fair, ane Charlotte 
and Selwyn, Charlotte, N i. 
January 8, 9, 10, 1939 
17th Annual Boston Shoe Sh — and 
eeneeeanen, Hotel Statler, Boston, 
Mass. January ¢, 10, il, 1939 
Southwestern "Shoe 
Travelers Association and Texas- 
Oklahoma Shoe a Associa- 
- swell Gunter Hotel, San Antonio, 
January 15, 16, 17, 18, 1939 
on Annual Shoe Buyers’ Week. In- 
diana Shoe Travelers Association, 
Claypool Hotel, Indianapolis, Ind. 


January 15, 16, 17, 1939 
Southern Shoe E. A. Rich- 
ardson, Manager, Tutwiler Hotel, 
Birmingham, Ala. 
January 15, 16, 17, 1939 
Middle Atlantic Shoe Retailers Asso- 
ciation, 25th Annual Convention and 
Exhibition, Lord Baltimore Hotel, 
Baltimore, Md. 
February 12, 13, 14, 1939 
Annual Convention, [linois Shoe Re- 
tailers and Shoe Travelers, Pere 
Marquette Hotel, Peoria, Ill. 
May 21, so 1939 
Midwest Shoe Fair, Netherland Pla 
Hotel, Cincinnati, Ohio 
June 11, 12, 13, 1939 
Iowa Shoe Travelers Association Con- 
vention and Style Show, Des Moines, 
Iowa June 11, 12, 13, 1939 
Annual Convention, California Shoe 
Retailers yee mg oo Bilt- 
more, Los Angeles, Cal 
ng 12, 13, 14, 1939 





Kane-Dunham & Kraus 
Add to Factory 


Sr. Louis, Mo.—Work is well under 
way on a new addition to the Kane- 
Dunham & Kraus, Inc., factory at 
Washington, Mo. The new addition 
consists of three floors and a basement, 
80 x 50 feet in size. This new floor 
space will place the total capacity of 
the factory at 3600 pairs per day. It 
is expected that work will be completed 
by January 15. 

P. F. Dunham of the firm, stated 
recently that the current year has been 
a very satisfactory one for the com- 
pany, and he has every expectation that 
1939 will be equally as good. 


New Factory Under Way 


for U. S. Shoe Corp. 


GREENFIELD, OnI0—Construction is 
to begin at once on a $50,000 branch 


for youngsters 


Back of these superlative little shoes is ea 
organization of specialists who know a greet 
deal about the shoe requirements of grow- 
ing feet. Lasts, patterns and construction 
have been developed with the cooperation 
and approval of leading medical men. When 
you sell these best-known little shoes you 
sell fit, comfort and satisfaction that build 
business. 


MRS. DAY'S 


IDEAL BABY SHOE CO. 
DANVERS, MASS. 


No. 
562 








factory of the United States Shoe 
Corp., Cincinnati, manufacturer of 
Red Cross shoes, at Greenfield, Ohio. 
The structure is expected to be com- 
pleted by January 1, and will contain 
40,000 sq. ft. of floor space. Produc- 
tion in the new plant will raise the 
company’s daily output approximately 
14,000 pairs of shoes, officials said. The 
present daily production is 11,000 
pairs. Another branch factory now is 
being operated at Chillicothe, Ohio. 


Sell Them Ideas 


[CONTIUUED FROM PAGE 15] 


a pair of dress shoes should, after hav- 
ing been sold them, be shown a pair of 
sports shoes, and now with the opera 
season about to begin and the Winter 
festivities approaching, every customer 
should be shown a pair of evening 
slippers, and during 12 months in the 
year every customer, after having been 
shown major categories of shoes in 
the shop, should always be shown a 
pair of leisure time slippers. If you 
can add to your daily sales three or 
four pairs of house slippers, totaling 
$10.00 to $15.00 a day, you will have, 
at the end of the month, added $250.00 
to $375.00 to your monthly sales vol- 
ume, and your manager and your per- 
sonnel director are very much influ- 
enced by sales volume in rating your 
ability. 
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TALKING WINDOWS START THE SALE 


WHEN 
A WOMAN 
SEEKS 





Recorder Show Cards 


promote your store service! 


They equalize the prestige 
of manufacturers’ cards 
and signs by reminding 
window shoppers that it is 
you they actually do busi- 
ness with. 


* 


@esses tos 


. « « she turns first to cosmetics. Offer women 
continued shoe beauty by featuring Trimfoot 
Shoe Cosmetics . . . the Beauty Treatment for 
shoes she understands and takes to naturally. 
Sold only in Shoe and Department stores at 
25c retail. Write today for complete details. 


init 
OE Beer 


AOD 
REGISTERED VU. S&S. PATENT OFFICE 
TRIMFOOT * ST. LOUIS 


Concdian Distributors: 
Cancdian Specialties Ltd., Hamilton, Ontario 





Samples on request to show you 
how they effectively give you a new 
color trim each month. 


Merchants Service Dept. 


BOOT AND SHOE RECORDER 
209 S. State St., Chicago, Il. 
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P. A. Sperry Visits Coast 


New HAVEN, ConNN.—Paul A. Sperry, 
inventor of the “Top-Sider” safety sole 
and president of the Sperry Shoe Com- 
pany, this city, left for the Pacific 
Coast on November 23. 

Mr. Sperry plans to visit his cus- 
tomers on the coast with a view toward 
laying the groundwork for the coming 
season, which he expects to be the 
largest in the history of the company. 

Originally designed to provide posi- 
tive footing on slippery boat decks, the 
“Top-Sider” sole has recently found 
increasing favor for such sports as 
tennis, squash, badminton and other 
court games. 


Attractive New Women’s Shoe Department 


Take on Additional Space 


HoBoKEN, N. J.—Sol-Ease Footwear, 
Inc., manufacturers of ladies’ evening 
slippers, who leased space in the Ho- 
boken Factory Terminal in 1936, have 
taken an additional 9500 square feet 
of space to accommodate increased 
operations. 


> 


Milwaukee, Wis.—This beautiful new women’s shoe department was opened re- 

cently by F. J. Moncey at Reel’s ready-to-wear store, here. Outstanding in its, 

classic simplicity and modernity, this new department is one of the most attractive 
in the entire country. 


Mr. Moncey was formerly general manager of the shoe departments operated by 
the Midland Shoe Company of St. Louis, resigning from this position to go into 
business for himself. 


Features Interesting 





rd ee ee ee ee ee ee. ee ee ed 


College Window 


Cuicaco, Itt.—Featuring a large 
size reproduction of a candid type 
camera as a background, the Stetson 
*Shoe Shop, 144 South Dearborn Street, 
recently featured an interesting col- 


lege shoe window entitled “The Stet- 
son Candid Camera Goes to College.” 
There was an attractive display of 
college shoes for coeds and on either 
side of the window was an enlarged 
reproduction of miniature camera film. 


Pictures on these were alternated so 
that one showed one of the latest 
shoes and the next a scene from a 
local campus. One of these strips was 
devoted to Northwestern University 
and one to the University of Chicago. 
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Slippers 
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Skating Boots 
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1CE SKATE OUTFITS 





“THE ARNOFF SHOE co. 








101 Duane St. New York City 





Dancing Shoes and Taps 


PLEXIBLE TAP DANCING SHOES 


Lightening 


28 Goodhue St. 
Selem, Mess. 
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Andrus Named Babers’ 
Sales Manager 


New York—Martin Andrus has re- 
cently been appointed sales manager 
of Babers, Ltd., this city, who feature 
Church and Alan McAfee English foot- 


MARTIN ANDRUS 


wear. Mr. Andrus served his appren- 
ticeship in the shoe business with G. H. 
Baker, and for the last eight years he 
has been associated with Armishaw’s, 
Ltd., Portland, Ore. 

A native of Kentucky, Mr. Andrus 
attended the University of Oregon. 
While resident in Portland he was ac- 
tive in community affairs. He was one 
of the founders of the Portland 20-30 
Club and later president. He was 
elected national president of 20-30 
Clubs at their annual convention at 
El Paso, Texas, this Summer. 


W. J. Ahern on Eastern Trip 


SAN FRANCISCO, CAL.— William J. 
Ahern, publisher of Coast Shoe Re- 
porter, is on his annual trip to 
Eastern shoe centers, and will visit 
St. Louis, Cincinnati, Rochester, Bos- 
ton, New York, Chicago, and other 
markets, before his return. He will 
be in New York about the middle of 
December, making his headquarters 
at the Hotel Commodore. On his way 
back home he will visit the National 
Shoe Fair, to be held in Chicago, dur- 
ing the first week of January. 


Collins-Morris Declare 
Dividend 

St. Louris, Mo.—Collins-Morris Shoe 
Company has currently declared a div- 
idend of 50 cents per share, on the 
common stock, payable on November 
30, of record November 28. Net earn- 
ings applicable to common, after esti- 
mated Federal income taxes as well 
as preferred disbursements, amount 
to $121,861 for the first nine months 
of its fiscal year period, ended August 


Side by side with Bass Ski Boots, dramatic 
Weejun advertisements will appear in Es- 
quire. Why? Because Weejuns are what 
skiers want alter a day on the trail, Not 
shoes, slippers, or moccasins — but a hand- 
tome combination of cl tree, tn demand 
year round, at home, at the club, in the 
rahe ig ne congenic tet 
menwhig pee ST 
ia ade. . Bass & Co., Dept. BS-7, 
in Sheet, Wi ion, Bon. 


WEEJUNG cists co 








31, equal to $1.08 per common share. 
Shipments for the final quarter so 
far were said to be a new record for 
the company. 


Rasmussen with Florsheim 


in Denver 


DENVER, CoLo.—W. A. Rasmussen, of 
Florsheim’s, in Milwaukee, has taken 
charge of the Florsheim Shoe Store, 617 
Sixteenth Street, Denver. Roy A. Hen- 
drix, former manager during the past 
eight years has retired from the shoe 
business to take up a new profession, 
chicken raising, on his ranch near Ar- 
vada, Colo. Mr. Hendrix has been car- 
rying on his ranch work as a hobby for 
some time, but from now on he will de- 
vote all his time to it. 


New Adjustment Device 


New York—Shoe Conformer Cor- 
poration has put on the market a de- 
vice to take care of shoe fitting ad- 
justments. It consists of a combina- 
tion of heat, pressure and manipula- 
tion, with special attachments for cer- 
tain adjustments, such as a “bite” 
across the forepart of the shoe. This 
device, in one small instrument, will 
stretch, shrink and reshape any part 
of the shoe. It plugs into any electric 
socket. The instrument, which is only 
six inches in diameter, can be oper- 
ated by hand. 
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Dayton Retailers Meet 


DAYTON, OHIO—Attacking the pro- 
posed chain store tax legislation to be 
introduced in the next session of Con- 
gress by Senator Patman, Frank B. 
Pauly, former postmaster of Middle- 
town Ohio, and now public relations 
director of the Ohio Council of Retail 
Merchants, told 45 members and 
friends attending the recent meeting 
of the Dayton Shoe Retailers’ Club 
that the State organization will help 
in fighting such legislation both at 
Columbus and at Washington. 

Prior to Mr. Pauly’s extended talk, 
Louis A. Miller of Elder & Johnson 
Company, submitted a verbal report 
on the recent Spring shoe fashion 
show in New York City. 

“We must glorify women more and 
not make old ladies out of them,” said 
Mr. Miller, indicating that it is his 
belief more colors will appear in 
Spring shoes. Toe-less, heel-less and 
shank-less shoes will be prominent in 
the Easter parade, he asserted, while 
patent leathers will be the biggest 
sellers during January and February, 
going into the wine tone as the fash- 
ion high-light. March will find tans, 
blues and copper shades predominat- 
ing, he believes. Gabardines will re- 
main in the picture, but they will be 
in conservative colors. 

“We are in a new era,” said Edward 
Blomquist of Rike-Kumler Company, 
“ and we cannot sell or buy shoes as 
we formerly did. It will be a crazy 
season ahead, with about everything 
imaginable to offer. What to buy will 
be a test this year for every buyer.” 

Paul W. Crawford, club president, 
in opening the meeting, indicated that 
Dayton shoe dealers have many things 
for which to be thankful. “First,” he 
said, “we can be thankful that politics 
are over for at least two years and 
business may now proceed unmolested 
for at least two years.” Mr. Crawford 
cited various business barometers, all 
of which indicate a general business 
upturn. 

The next meeting of the club will 
be held Dec. 14, at which time P. J. 
(Pete) Myer and John Schoenhals, 
each charter members of the Dayton 
Shoe Retailers’ Club, which was or- 
ganized in 1901, will be the honored 
guests. A special and elaborate pro- 
gram is being arranged for the event 
by a “secret” committee. 


Christmas Slippers 
Selling Well 


DENVER, CoLO0.—Pre-holiday show- 
ings of Christmas slippers at The 
Fontius is attracting much interest. 

Innovations in styles noted in the 
colorful array of holiday merchandise 
include the satin platform models 
made of black and canary combina- 
tions and of blue and dubonnet. Wool- 
ies in luxuriant comfort effects are 
in the foreground and selling in a big 
way. New types of mules with draped 
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‘GREATER THICKNESS... 








It is the unobstructed thickness of 
resilient rabber in STA-TITE heels that 
makes them both comfortable and long 
wearing. STA-TITE’s patented wire 
mesh is the most progressive step in 
rubber heel construction since rubber 
heels were invented! 


STA-TITE HEELS 


are made by 


, PANTHER PANCO CO. 


\ 
My 








CHELSEA, MASS. - 








velvet all are seen in the new types 
of slippers designed to please the gift 
shoppers this season. 


arches, open toes, and open heels add 
novelty to the display. Knitted scot- 
ties and zipper bootees of qui ted 





Foot Rest Shoe Store Improved 


New York—This modern new front has been added to the recently remodeled 

Foot Rest Shoe Store, at 30 West 39th St., New York. This fine retail business is 

now five years old, having been started at this address on October 18, 1933. In 

spite of the depression, the store’s volume has grown rapidly with the steadily in- 

creasing demand that has resulted from Foot Rest national advertising inaugu- 

rated by Krippendorf-Dittmann in 1935. The owners of the Foot Rest Shoe Store 
report exceptionally good business this season. 
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Store Fixtures 
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HO W ELL 
CHROMSTEEL FURNITURE 
FOR SHOE STORES 
Your customers will like the modern style 
and comfort of Howell Chromsteel. You'll 
like the way it looks and wears. Write for 
Catalog of Shoe Store Equipment now. 











HOWELL 





E-J Workers Greet George F. 


Enpicott, N. Y.—More than 18,000 
workers in the factories of Endicott 
Johnson Corporation, sent individually 
signed Thanksgiving greeting cards to 
George F. Johnson, chairman of the 
board of the company. Each card bore 
the inscription: “From a loyal E-J 
worker to our friend, George F. On 
this Thanksgiving we are thankful. 
We want you to be thankful with us.” 

A group of 150 factory representa- 
tives, headed by Charles F. Murphy, 
chairman of the Workers’ Committee, 
piled the cards on a table before 
“George F.,” who soon will go to Flor- 
ida, where he has spent the Winters 
for many years. 

“My expression to every single one 
who signed one of those cards for any 
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Earnest Brothers Open Third Store 





Enid, Okla.—Earnest Brothers, operating a Brownbilt Shoe Store in Shawnee 
and one in Stillwater, Okla., recently opened their third store here. The new store 
is extremely modern, being streamlined inside and out, The people of Enid have 

shown their appreciation of the store by consistent patronage. 
The Earnest stores are operated by Carl and Morton Earnest. Another brother, 
James, runs the Stillwater store. 





reason is an expression of thankful- 
ness, good will and kindliness,” Mr. 
Johnson said. “I haven’t in my heart 
ill-will toward a living soul this morn- 
ing. How could I have, with this 
expression in front of me.” 

Mr. Murphy said as spokesman for 
the group: 

“We are here as_ representatives 
of the workers through this organ- 
ization. 

“This committee has been formed 
for the sole purposes of maintaining 
the E. J. policy which has been in 
effect in this valley for a period of 
more than 40 years. All of us have 
benefited by it. We are here to 
express to George F. that we are 
wholeheartedly in accord with the 
principles practiced in the shops.” 





Evening Shoes Active 
on Coast 


BeveRLy Hits, CALir.—Nine win- 
dows, all of the most exquisite evening 
shoes, were a featured display of Saks- 
Fifth Avenue, recently. Evening slipper 
business is always good in this most 
active shoe department, but starting the 
first of November, evening footwear 
took a decided spurt. This battery of 
show windows, each merchandising a 
different treatment in slippers retail- 
ing from $15.75 to $35.00, proved to be 
quite sensational in its results. Plat- 
forms, finds Shoe Manager John Knude- 
son, are exceptionally good, especially 
those evening slippers having the gold 
kid or silver kid treatment around the 
platform. Red, green and black suedes 
interwoven with gold kidskin and hav- 


ing full platforms, are meeting with 
considerable success. 

The introduction of draped fabric 
cocktail sandals at $18.50 with bag to 
match at $15.00, all modified platforms, 
fashioned of many interesting color 
combinations, proved to be an excep- 
tionally good selection for the exclusive 
patronage enjoyed in this smart shop. 

Then an entirely different shoe is re- 
ceiving wholehearted acceptance — the 
“Zuider Zee” sabots. These Holland 
wooden shoe adaptations are apparently 
just what a great number of patrons 
wanted, judging from the action. 


Wolock & Bauer Celebrate 
25th Anniversary 


Cuicaco, ILt.—The week of Nov. 21 
was a milestone in the life of Wolock 
& Bauer, leading Chicago women’s 
retailers of fine shoes. For it marked 
the 25th anniversary of the company 
in business. The event was celebrated 
with a special sale which was pro- 
moted as “You Get a Present on Our 
Birthday,” and featured some of the 
regular $10 shoes for $7.75. 

The first Wolock and Bauer store 
was opened by the present president, 
Maurice Wolock, at Ashland and Tay- 
lor, in an area then highly residential. 
Ten years later the first downtown 
store was opened at 217 South State 
Street, and a few years later the pres- 
ent Michigan Avenue store was opened 
at Madison Street. The company has 
also maintained a neighborhood store 
at 4636 Sheridan Road. There is also 
another loop store at 151 North Wa- 
bash Avenue. 
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The NEW YORK 
SHOE DISPLAY ASSOCIATES 
1150 Sixth Avenue New York City 


JACK R. KORBET, BEN EMHOFF, FRANK STEIN, CHARLES FULLER, 
EDWARD STEIN 


Designers, Builders and Consultants on all 
display problems, specializing in installation 
Invite you to visit their show- 
rooms where completely 
trimmed windows may be seen 
at all times. 


Installations throughout the East 
Better Windows mean Better Business 


Telephone: Vanderbilt 3-3424 








DON’T LOSE x 2 
YOUR HEAD ~ 
over that Surplus Stock 


Turn to the CLASSIFIED PAGES for 
Purchasers. 


Sixteen years’ continued use of “WANTED TO 
PURCHASE” space is the record for one of our ad- 


BOOT AND SHOE RECORDER . 
Classified Advertising Dept. 
239 W. 39th St., New York, N. Y. 
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Philadelphia 's ‘Foremost Hotel 


1. Foremost in size—1200 rooms, all with 
bath, circulating ice water. 
2. Foremost in value—more for your 
money in honest-to-goodness comfort. 
3. Foremost in location—at Chestnut and 
Ninth—in the heart of Philadelphia. 
4. Foremost in food—3 excellent restau- 
rants. Air-conditioned in the summer. 


The BENJAMIN FRANKLIN 


SAMUEL EARLEY, Managing Director 





Walk-Over to Open 
Rockland Factory 


ROCKLAND, Mass.—A solemn prayer 
of thanksgiving by the pastor of the 
Congregational Church followed by 
fireworks and the sounding of fire- 
alarm whistles marked the successful 
conclusion, Nov. 23, of the united effort 
by this community to get a shoe fac- 
tory established here to provide em- 
ployment for 200 to 300 workers. 

Virtually every resident, including 
100 WPA workers, 45 civic organiza- 
tions and practically every business 
firm, united behind the Rockland Civic 
Council’s industrial town meeting plan 
to bring a shoe factory to Rockland. 

Despite higher offers made them at 
the last minute by Brockton, middle 
western cities and towns, and Maine 
communities, James P. and George E. 
Keith, Brockton shoe manufacturers, 


Anniversary 


Observes 25th Shoe 


A. A. Lanesy Named Steiger 
Shoe Manager 


HOLYOKE, Mass.—Arthur A. Lanesy, 
of Springfield, has been appointed 
manager of the shoe department of 
A. Steiger & Co. Mr. Lanesy comes 
to Steiger’s from Brigham’s, in Spring- 
field. He has had 20 years’ experience 
in the shoe business, having been con- 
nected with the Walk-Over Company 
as a salesman and the Spencer Shoe 
Company as manager of their Spring- 
field store. 

Mr. Lanesy is a native of Water- 
bury, Conn., where he received his 
education. He is a member of the 
Waterbury Lodge of Elks. 

Other changes in Steiger’s shoe de- 
partment are the transfer of Richard 
E. Wilke from the downstairs shoe 
department, where he was manager, to 
the upstairs store, where he will be 
Mr. Lanesy’s assistant, and the trans- 


held true to their promise to operate a 
shoe factory here if Rockland would 
give them free use of a factory and 
$12,500. The amount was raised and 
final papers were passed. 

The Keiths said they plan to start 
building an addition to the factory 
at once and to have their samples in 
the market by the middle of December. 
By Jan. 1, they expect to be ready 
for manufacturing and figure they will 
need from 200 to 300 workers. The 
factory will be completely modernized, 
they said. 


Milwaukee, Wis.—Miss Alwine Verick, 
manager of the children’s department of 
the S. J. Brouwer Shoe Co., is being pre- 
sented with a cameo brooch by S. J. 
Brouwer in a recent observance of her 
25th anniversary with the shoe firm. 


The was made at a meeting 
of all employees of the firm and the oc- 
casion was enlivened with flower bou- 
quets from employees and shoe firms 

business with Brouwer’s. Miss 
Verick has been active in sales clinics of 
the children’s division conducted in con- 
nection with the National Shoe Fair in 

Chicago each year. 


fer of John Kennedy from upstairs 
to downstairs where he will replace 
Mr. Wilke as manager. 


To Advertise Fikany Shoe 


New York, N. Y.—The Samuel G. 
Krivit Company, Inc., has been ap- 
pointed advertising and _ publicity 
counselor for the Fikany Shoe Corpo- 
ration of Rochester, N. Y., and Car- 
bondale, Pa., manufacturers of the 
new Fikany Adjustable Arch shoe. 
Clifford Spiller is account executive. 
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Dayton Store to Have 
New Location 


Dayton, On10—The local store of 
the Nunn-Bush Shoe Company, which 
has been located for the past 10 years 
in the Hotel Gibbons Building, South 
Ludlow Street, will be moved some 
time next month to Second and Main 
Streets, where a new and modern 
storeroom will be occupied. 

Gene Hughes, local manager, has 
indicated that there will be an ultra- 
modern front installed. The store will 
be L-shaped, with entrances on both 
Main and Second Streets. The store 
will surround a chain candy store, 
which has the corner spot. 

The new location will more than 
double the store’s floor space. Be- 
tween 16 and 20 customers’ chairs will 
be installed. Modernistic store fix- 
tures and furnishings will be used 
throughout. 
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Volk Bros. Co. Celebrate 
48th Anniversary 

DALLAS, TexaS—Volk Bros. Com- 
pany, exclusive Dallas department 
store, recently celebrated its 48th an- 
niversary. The story of the Volk 
Company is a colorful, not to say 
romantic, one. President Harold F. 
Volk’s great-grandfather was a _ boot- 
maker to a Bavarian king. His grand- 
father was a custom shoe manufac- 
turer in Baltimore. His father, the 
late L. W. Volk, was a Baltimore Col- 
lege mate with a scion of the Madero 
and Zimbrano families of Mexico. In- 
vited to visit them after graduation, 
he did so, 

His elder brother, the late George 
Volk, had already been to Dallas, 
connected with Padgitt Bros., a leather 
concern. He, however, had returned 
to Baltimore. L. W. Volk was so im- 
pressed with Texas and the Southwest 
and especially Dallas, that he secured 
employment here, with Logan, Evans 
& Smith, a pioneer firm. Later he 
prevailed upon George Volk to return, 
and they established their partnership 
in 1890. 

Their first store was at 250 Elm 
Street. In 1912, they purchased a 
larger store building at 1208 Elm 
Street, where they remained until 
1930, at which time the store moved 
into its modern home at 1806-08-10 
Elm Street. 

After building up the largest re- 
tail shoe volume in the Southwest and 
one of the largest in the United 
States, Volk’s became one of the first 
family shoe stores in the country to 
recognize the advent of shoes into the 
fashion field and the need of matching 
design, colors and materials with other 
items of apparel. It was for this 
reason that in 1930 they added apparel 
departments to fill every need of 
milady’s wardrobe. 

In 1936, the store opened a sub- 
urban shop in Highland Park Shop- 
ping Village. In 1937, the shoe de- 
partment was enlarged with the open- 
ing of the Green Room, including 
children’s sub-deb. popular - priced 
shoes and active-walking shoe depart- 
ments. 

Volk’s was the originator of the 
now internationally-famous British 
Walker shoes, but several years ago 
awarded the manufacturing rights to 
a company with whom they now co- 
operate. Last August, a Waco con- 
nection was announced — the Volk 
Shoe Store in the Bauer-McCann 
Women’s Apparel Store. A complete 
line of Volk shoes is carried there. 


Harry Lissauer Promoted 


Cuicaco, ILu.—Harry Lissauer, who 
has been buyer of men’s shoes and of 
$3.95 women’s shoes on the main floor 
at Mandel Bros., has been named 
buyer of women’s better shoes. Joseph 
Moskow, buyer of children’s shoes, 
will take over his former duties. 





SKI BOOTS 


New Catalog 
Just off the press 





Priced to retail from 
$3.50 to $15.00 


SNOW BOOTS 


36 STYLES 





IN-STOCK 
Priced to retail from 
$2.50 to $6 


Newspaper Mats Furnished with orders 
N. Y. offices, 402-404 Marbridge Bidg. 


A. SANDLER co. 














Bell Named Wilson 


Shoe Manager 


NorFotk, Va.—George Bell has been 
made manager of Wilson Shoe Store, 
326 Granby Street, Norfolk, Va. He 
was assistant manager of Wilson Shoe 
Store, Boston, Mass. 

Mr. Bell has been in the shoe busi- 
ness for the past 20 years and Norfolk 
is his home town. 


Heller Opens New 


Family Store 


West ALLIs, Wis.—Rudolph Heller, 
proprietor of Heller’s, downtown Mil- 
waukee department store, has opened 
a store here with a complete shoe 
department for the entire family. 
Irvin Kozall, associated with the Mil- 
waukee store for a number of years, is 
manager of the new unit. 


Collins-Morris Increase 
Capacity 

St. Louis, Mo.—The Collins-Morris 
Shoe Company has reached its capac- 
ity of 6500 shoes daily in its Owens- 
ville, Mo., plant, and is being enlarged 
to a capacity of 10,000. The Chaffee, 
Mo., plant, started a year ago, is 
now up to 5500 pairs daily, or 75 per 
cent of its capacity. 
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Obituaries 


Edwin A. Neal 


WARREN, OH1I0—Edwin A. Neal, 69, 
owner of Neal’s Shoe Store, here, and 
well known in the shoe fraternity 
throughout the country, died at the 
local hospital recently following a short 
illness. 

Most of Mr. Neal’s adult life was 
spent in the shoe business. He was one 
of the organizers of the Ohio Shoe Re- 
tailers’ Association and always took 
an active part in its affairs. It was his 
custom to attend the National Shoe 
Fair each year as well as other asso- 
ciation shows throughout the country, 
and he had an exceptionally wide ac- 
quaintance in the trade. 

Before taking up his residence in 
Warren, Mr. Neal was a partner in the 
Sample and Neal Shoe Store at East 
Liverpool, Ohio. Later he traveled for 
the Upham Bros. Shoe Company of 
Boston, Mass. Later he opened the 
Kinnaman and Neal Shoe Store at 
Warren in partnership with Clyde 
Kinnaman. Following Mr. Kinnaman’s 
death, Mr. Neal carried on the business 
as the Neal Shoe Store. 


John H. Schultz 


EVANSVILLE, IND.—John H. Schultz, 
65 years old, for many years head of 
the J. H. Schultz Shoe Company, oper- 


ating a retail shoe store here, died on 
Nov. 24, at Lafayette, Ind., where he 
had resided for the past four years. 
He was in the shoe business at 325 
Main Street, here, for 25 years and 
was widely known to the trade in 
southern Indiana, southern Illinois and 
western and northern Kentucky. Sur- 
viving him are his widow and two 
sisters. Funeral services were held 
at Lafayette and burial took place in 
a cemetery in that city. 


Henry W. Barnard 


ANDOVER, Mass.—Henry W. Barnard, 
who retired six years ago as the head 
of the shoe manufacturing firm of J. W. 
Barnard & Son, died recéntly at his 
home in this city and was buried in the 
West Parish Cemetery. He was 70 
years of age and, until the illness which 
ended in his death, had taken an active 
interest in the Boston City Club, An- 
dover Lodge of Odd Fellows, the Essex 
Club and the Andover Country Club. 

Surviving are his widow; two sons, 
Foster C. Barnard and W. Shirley 
Barnard; a daughter, Mrs. Marion 
Cole; and a sister, Mrs. Gertrude Berg- 
stron, all of Andover. 


Hageman’s Store to Be Moved 


DAYTON, OHIO — The Hageman’s 
Ludlow Shop, 14 South Ludlow Street, 
is preparing to move its shoe store 


one door south within the next several 
weeks. The firm has been compelled 
to move because of the expansion of 
Leakas’ Furriers, Inc., which is ex- 
panding its establishment to include 
the room occupied for many years 
by Hageman’s. 

The new location of the Hageman’s 
Ludlow Shop is being completly re- 
modeled and a modernistic store front 
is to be installed. Hageman’s will 
move to its new location before Janu- 
ary 1. 


Ferralli-Hollywood Expands 


HOLLYwoop, CALiF.—Ferralli-Holly- 
wood is now occupying the entire loft 
at 6619 Santa Monica Boulevard. This 
move gives them a third more space 
for their manufacturing operations, 
which is needed for their fast-expand- 
ing business. The firm will still con- 
tinue to specialize on their hand-made 
Ferralli process Cocktail shoes. 

Herbert Marxmiller, sales manager, 
is making an extended trip, hitting the 
larger centers. 


Joins Father in Trade 


Leon, Iowa—Benjamin Penisten of 
Des Moines has come to Leon to be as- 
sociated with his father, Charles Penis- 
ten, in the Penisten Shoe store, where 
he will assist in all the departments. 
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SALESMAN WANTED 


SALESMAN WANTED 


POSITION WANTED 








from over 30 factories. 


ASSOCIATED FOOTWEAR INDUSTRIES 


Offers an absolutely unique proposition: a complete line of house slippers and street 
sandals, for the volume trade, consisting of the newest styles and greatest values 
Each style a leader. Direct from factory—at factory prices! 
Salesmen will select styles most suitable for their trade. 
Extraordinary opportunity for capable men. Send for particulars. Associated Foot- 
wear Industries, 81 Reade St., New York City. 


All territories open. 











SALESMAN 
calling on Shoe Retailers to carry a 
line of chromium shoe store furniture 
- 2 side-line. Write full particulars 
e 


AMERICAN METAL FURNITURE CO. 








et 535 Albany Street, Boston, Mass. 





APABL salesmen 
sell our’ Mgk-etyled line of $2. retailers, 


women’s novelty shoes, also men’s and boys’; 6% 





SAL esis WANTED to cover the States of 
Missouri — of = ee mas 
< 


and own car. Ad- 
Boot ash Shoe og, Recorder, 239 West 
39th Street, New York, N. 





SAiandie ae oidelt established shoe trade to 
handle as sideline foot comfort article 


Products Co., Box 312, Santa Ana, California. 





ae travelling in ys Massa 
husetts and Connecticut 


to line of 
Arch Shoes as a side line, in welts he sad stylish 
stouts. A to EEE. $2.00, $3.00 ond, oe 
Retailers. Address $39, care Boot and 
Recorder, 140 Federal St., Boston, Mass. 


A ge ow gd for various territories. Old estab- 
lished manufacturers r grade men’s, 





~ Weer 39th Sse 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. 


SALESMAN wanted— territory, in- 
cluding Ohio, W. Va. Established trade. 
i hats aaget A ar 


commission 
shoes. Krischer Rogers & Fischer, 
St., Phila., Pa. 





BUSINESS OPPORTUNITY 
PROFIT and 


unl 
cy xf 
Ends and Mantel Instructions 
cae ome Write— E. Watson, Belle 


fontaine, Ohio. 











Men’s shoe buyer with two to three 
thousand dollars, a very unusual op- 
portunity for a man of fine character 
and appearance, established business 
in the best location in New York City. 
Address No. 44 care BOOT & SHOE RECORDER 





239 West 39th Street, New York, N. Y. 








SHOE page Christian. Re rd 

years’ experience. y years 

sponsibility. Travel cain. wit ot giadly 

answer any enquiries. Address $36, care Boot 

& Shoe Recorder, 239 West 39th Street, New 
ork, N. Y. 





LINE WANTED 


wert line Growing Girls’ and Misses 
Sport Oxfords, McKays and Welts—Whole- 
sale Price $1.25 to $1.90. Makeups and In- 
| for issouri, Kansas, Oklahoma, and 
Iowa. Well known to, trade, two, men to cover 
above territory. References i : 
Dingle, 807 Central St., Kansas City, Mo. 





Lm 3 organization in Texas needs low 
house shoes, stitchdowns and men’s 
dress sh shoes. All goods sold, charged to and paid 
New York factor. Goods to be sold case 
4 rop shipped. Must have jobbing — 
Well made only to avoid returns a : 
plaints. © commissions desired only low 
prices. Address $42, care Boot & Save Recorder, 
239 West 39th Street, New York, N. Y. 


SMisiand and Large following—Brooklyn, Long 
and New York. 18 years’ road ex- 
(Formerly with Brown Shoe Co., 

Address $43, care Boot & Shoe 

"239 West 39th Street, New York, 











FOR SALE 








Plan Now for 39 


You can get into business for your- 


self! A large, reliable, western 
company has openings for stores 
and departments in ALL sections. 


Experienced shoe men of good 
character and ability can start with 
limited capital. 


LET 1939 
BE YOUR YEAR OF 
OPPORTUNITY 
HAVE YOUR OWN BUSINESS! 


Write for full particulars 


Bex 38, Boot and Shee Recorder, 
1627 Lecust St., St. Louis, Me. 


100% i a ae al for small shoe store, 

largest city in Virginia, 
reasonable a. owner has other interests. 
Address $40, care Boot & => Recorder, 239 
West 39th Street, New York, N. Y. 




















Subley Remodels Store 


GREEN Bay, Wis.—Subley Shoe Co. 
has remodeled and enlarged its store at 
120 N. Washington St. here. An at- 
tractive new front with modern light- 
ing fixtures, rounded glass show 
windows and exterior trim of black 
structural glass has been installed. 

Modern chrome-plated chairs have 
been added and the store rearranged so 
that it is now possible to provide al- 
most three times the room and permit 
handling of double the shoe stock for- 
merly carried, according to Ted G. 
Cariff, manager of the store. Subley’s 
operate 15 stores in Wisconsin. 








CLASSIFIED ADVERTISING RATES 














BOOT anv SHOE RECORDER, DECEMBER 3, 1938 





WANTED TO PURCHASE 














Buyers of Surplus Stocks 
on will buy surplus or aan stocks of shoes 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 


BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5160-5i8i 


























Hilda Rau with Amalgamated 
Leather Co. 


WitMincTon, De..—Hilda Rau, well- 
known stylist in the shoe and leather 
field, has joined the Amalgamated 
Leather Companies, Inc., Wilmington, 
and will act as their contact person 
in the trade. 

Miss Rau has had long experience in 
the style field in the shoe trade and was 
for many years connected with Robert 
H. Foederer, Inc., Philadelphia, Pa., as 
stylist. 

Following an absence from the shoe 
industry, Miss Rau has once more re- 
turned to the trade in her new connec- 
tion. A warm welcome awaits Miss 
Rau in the shoe and leather business 
who, among retailers and manufac- 
turers, will be remembered as one of 
the pioneers in the shoe style field. 

Miss Rau will make her headquar- 
ters at the New York offices of the 
Amalgamated Leather Company at &4 
Gold Street. 


Manages Miller-Jones Store 


Outney, It1t.—Charles Finkenbiner, 
formerly of Watseka, Ill., has taken 
over the management of the Miller- 
Jones Shoe store. 


How to Make Your 
Clearance Sale Click 


[CONTINUED FROM PAGE 19] 


Didn’t Want You to Miss This. If you 
are going to hold Customer Courtesy 
Days, include a note to that effect on 
the top margin. A reproduction of 
smaller ads like B could be used to ad- 
vantage if a postcard is preferred. Also 
consider package enclosures, ‘phone 
calls, posters, signs on delivery cars, 
radio, and special stunts, and start work 
on those you decide to use. 

In the display suggestion we have 
here, color plays an important part. A 
wine red frame with a panel of cobalt 
blue and white checks would be effec- 
tive, especially if you have a white 
background. If you use three units in 
a window to feature three price groups, 
the frames might be all alike, with the 
panels checked in three different colors. 
The frames are made from ordinary 
lumber, or might even be borrowed gilt 
frames if a very rich effect is needed; 
the idea lends itself to every type of 
store. The panels are cut from Upson 
board and braced with light wood strips 
extended up the back; nails may not be 
needed. 

If a series of the frame-panel units 
are used in-the windows, the sign post 
E can be placed between each two, 
pointing toward the entrance. Copy may 
be taken from the ads and changed as 
desired. Another might appear at the 
front of each window. In the store 
these signs can again be used, as can 
panels of irregular shape to hold mer- 
chandise. The price tickets can be ir- 
regular in shape, and also show cards 
Of course the colors used in the win- 
dows will be repeated in the store. 

As you study over this plan for tie- 
up you’re going to realize that it does 
not cost much, that any store can use 
it, and that it gives you the sort of a 
sale that will compel interest if you 
carry it out well. And here are a few 
starters for ads and show cards: 


Up to a standard—Down only in price. 


Regardless of price, when you buy Store 
Name shoes you can be sure they measure 
up to “regular price” standards; we do 
not use any special purchases—our sale 
shoes are all from regular stock. Reduc- 
tions are made only because broken lines 
must be cleared. 


Exciting bargains every day this week. 


With values like these how can you help 
but be here this week! Put yourself in 
higher priced shoes at these little prices. 


Out they go, regardless. 


Clearing stocks of broken lines at “quick 
action” prices. 


Quality shoes—Clearance prices. 


If you like very fine shoes at very speciai 
prices be sure to attend this sale. 


Here’s your shoe sale. 


Such a lot of style—such little prices! 
uality shoes in flattering fashions—styles 
that have been best sellers this season. 


Now, broken sizes must be cleared 
quickly—so please come promptly for best 
selection. 


Clearance—entire stock. 
We've sold thousands of pairs of these 


(47) 





MERCHANTS’ NEEDS 


PROVIDE FOOT COMFORT 


with the original 
SHOE DOCTOR SHRINKERS 





Roller type device 


FOOT COMFORT easily 
provided for hard-to-fit or 
abnormal feet. Our Shrink- 
ing Devices, when used 
with our specially 
pared fluids, give 
proper fit to shoes which 
fit large around the top, 
slip at the heel, or gap at 
the sides. Any fullness or 
wrinkles in leather or fab- 
ric are easily shrunk with- 
out harm. 


$12. 


Curved type tron 


Special combination offer $25.00 (fluids in- 
cluded in above prices) f.o.b. Indianapolis, 
indiana. 

Eastern Representative: Charles Henry Brown 
& Son, Marbridge Bidg., New York City. 


Send your order or write for detail information 


E. C. SMELTZER CO. 


121 EB. Sist Street, Indianapolis, Ind. 


The Complete Line of 
SHOE 
ORNAMENTS 
AND SPATS 
Buttons and Zippers 
anolis Manufacturing Co 
4246 Ne. Crawterd Ave. 
Chicage, If. 

















ALAN LE 


Shoe Re- Shaping Devices 
Alter Shoes to Fit 
Abnormal. Feet 


DUNDE SHOE RE-SHAPING DEVICES, IN( 








identical shoes the past few months. Now 
we're clearing our stock while there is still! 
time for you to enjoy many weeks of sea- 
sonable service from the shoes you select 
at these low sale prices. 


This week's outstanding shoe values. 


Don't hesitate because you feel that good 
shoes must cost more; these are shoes that 
have been $... to in our regular 
stock. 


Desirable shoes at decided savings. 


You probably know (name) shoes—at 
least by reputation. Thousands of (town 
name) women wear them. And now you 
can buy them at very low sale prices, be- 
cpuse we're clearing our stocks of broken 
sizes 





